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Electrical 
Merchandising 
What are appliance and radio-tv dealers REALLY like? 


HERE IS 
A REPORT ON 


YOU 


How will dealers vote in the next election? What do they think of Fair Trade? 


Do they all drive Cadillacs? Do they own their own homes and stores? 


How much do they pay themselves? What sidelines do they sell? 





What do they do for recreation? How many hours a week do they work? 

How many of them went to college? What appliances do they have in their own homes? 
Do they like the appliance-TV business? What do they think of distributors? 

Do they participate in civic affairs? Plus their answers to scores of other questions 


THE STORY OF DEALERS AS PEOPLE BEGINS ON PAGE 57 














MERCHANDISE 


SEE THE MOST-TALKED-ABOUT PROFIT LINE! 


New! APEX WASH+ A> MATICS 


with the exclusive Fibre-Glass Spiral Tub Agitator, 
world’s largest agitator! 
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Now! APEX AUTOMATIC WASHERS 


with the famous — Dasher that has been 
chosen by over a million housewives. Prices begin 
as low as $169. 95! 








| 
NT APEX FOLDAWAY 


are talking about this 
ee full-size Spiral Dasher Washer wi the 
wringer that folds away! 
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New! APEX AUTOMATIC DRYERS 


(gas or electric) offering numerous matching 
combinations. Prices begin as low as $139.95! 
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APEX SPIRAL DASHER WRINGER WASHERS 


with more exclusive salesmaking features than 
any other wringer washer line! 








APEX STRATO-CLEANER 


World’s most powerful home cleaner plus 3 other 
models with prices beginning as low as $39.95! 
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HOUR-SAVING APPLIANCES 


The Apex Electrical Manufacturing Company 


1070 East 152nd Street 


Cleveland 10, Ohio 
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WHERE BIG THINGS ARE HAPPENING FOR you! me, a) 


ELECTRICAL MERCHANDISING—JUNE, 1956 


e 5 great new major appliance 
Price and Value Leaders! 


e Special low prices...Special big deals 


e Backed by sell-packed advertising and 
powerful promotion week after week 
throughout JUNE and JULY! 
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COOLERATOR SALES 
SOAR TO NEW HIGHS 


\ UP 10158% 








UP 257% 
eon if 


Coolerator retail prices are lower 











. ++ your profit margin is higher . . . and Coolerator quality 
is unexcelled by any other line of home comfort appliances. 
What better reason for getting the Coolerator Dealer Story? 
We have the facts . . . write, wire or phone us today! 


Coolerator 


FINEST IN HOME COMFORT APPLIANCES 


















ROOM AiR RESIDENTIAL DEHUMIDIFIERS WINDOW TROPIC-AIRE GAS 
CONDITIONERS AIR CONDITIONERS FANS AND Oil HEATERS ' 


We've moved in Chicago. Now see us at 


Space 1468 Merchandise Mart 
McGRAW ELECTRIC CO. « LONERGAN MFG. DIVISION «+ ALBION, MICH. 
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Business Quick-Check 


DEBT consumers owe to appl.-radio-TV dirs. ($millions) 


FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
DISPOSABLE INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


TRENDS 


Portable ‘T'V sets are going to have quite an impact on your ‘T'V 


SALES, factory, appl.-radio-TV index (1947-'49 = 100) 


Latest Preceding Year THE YEAR 
Month Month Ago SO FAR 





185 166 172 7.6% UP 
276 281 280 1.4% DOWN 
25 30 36 21.0% FEWER 
15.8 15.3 15.1 4.5% UP 
122 121 119 4.1% UP 
276.0 271.7 257.8 5.5% UP 
114.7 114.6 114.3 0.3% UP 
17.7 18.8 15.3 15.7% UP 
96.0 78.0 113.8 14.9% DOWN 
547.8 575.5 754.1 20.5% DOWN 
2,564 2,834 2,962 13.0% BETTER 


(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept, of Commerce, FRB, Dept. of Com- 
merce, Bur, Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto Reports, Census 
Bureau) 


situation like this volume could be hurt badly as portables take a 





business in the months ahead 





One big question is on everyone’s mind. Will portable sales be 





plus business or will they represent a shift from conventional sets?” 





I'he answer to this question will obviously play a decisive role in 
determining profits on a T'V operation. 


Marketing experience on the portable so far is very limited. But 
experts think one or two developments may be in the offing 


For one thing, you can’t generalize about portables. ‘The variety 





of screen sizes makes that impossible. A good market for 14 or 17 
inch sets might not produce much business on 842 or 9 inch sets. 


It may well be that the portable market will split into “big” screen 





and “little” screen groups. 





hs distinction could be an important one. At some point a 
portable’s screen size becomes big enough to allow it to be used 
as a primary set in the home. ‘There's no doubt, for example, that a 
considerable number of G-E’s successful 14-inch model were sold 
as first sets. ‘hus a “big” screen portable has a broader market base 
on which to work. It can be sold as either a first set or as a portable 
second set 

lhat’s good—and bad. It’s bad because such portables may cut 
into the sale of conventionally-styled 17 and 21-inch sets. This 
possibility is intensified by the probability that $500 color sets will 
be available in the fall. Such sets will step up consumer interest in 
color but at the same time may make the public more reluctant 
to buy any but the cheapest black and white set. And the portable 
is putting a new—and lower—floor on black and white sets. In a 





bigger slice of the market. 





As far as the really “small” screen portables are concerned, mat 
keting data is still too limited and too scattered to be very reliable. 
But several possibilities suggest themselves: 

For instance, acceptance of small sets may well vary market by 





market. Last month a dealer in well-heeled Greenwich, Conn., 
reported extremely good business on the RCA 8¥2-inch set. But 
other dealers in less wealthy towns in the metropolitan area re 
ported considerably less activity, Two dealers reported multiple 
sales to the same individual, All this suggests that the small sets 
which are obviously intended as second sets may sell best in upper 
middle and higher income markets. 

Finally, as “portability” becomes more important (as it does in 





the smaller sets), distance from the transmitter will also have con 








siderable to do with the potential for these sets. The reason is 





simple: when you must rely on an outdoor antenna for a pr ture, 
portability is seriously affected. 


Prosperity has had its effect on our population 





K.conomists have been saying for years that the postwar bumper 
baby crop gave industry assurance of vast new consumer markets 
to gobble up expanded sales goals, thus giving business an incentive 
to grow bigger. Now, according to the Census Bureau, the cycle 
has been completed—the expanded and healthy business climate 


has encouraged families to have more children 
(Continued on page 6) 
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IS YOUR 
PROSPECT 








... then tell him about the 


THRIFTY 


@ Your prospect doesn't 
have to be a otchman”™ to 
recognize the = values he 


gets in a freezer unit 
equipped with a Tecumseh 
Hermetic. 

@ Facts like these: lower 
price, better performance, 


reater capacity and lasting 
pendablitty “ith lower 
operating cost, will convince 
the most “hard to sell” pros- 
pect. 

@ And you, as a dealer, can’t 
go wrong when you know 
that 739% of all freezers sold 
are equipped with Tecumseh 
Hermetics... your assurance 
that they are overwhelm- 
ingly approved by the 
freezer ea 

@ Why don’t you get all the 
facts about the popular line 
of Tecumseh Hermetics and 
make your selling job casier. 


TECUMSEH UNITS 
USE TODAY! 


Send for this free booklet today, 
it tells all about the Tecumseh 
Hermotics. Write Dept. M-2. 








8) 
LJ TECUMSEH PRODUCTS 





HERMETICS 





REMEMBER THERE ARE 
OVER 21 MILLION 


TR EN DS continued 





Here are the figures. From 1940 to 1952 births were up 21 per 
cent, but 17.4 percent of them came from new marriages. From 
1950 to 1954, however, the 11.5 percent increase in births showed 
9.6 percent new babies in existing families. 

The fertility increase is the biggest factor in population boosts, 
which have held steady at 2.5 to 2.8 million people per year. 

Appliance men see both short term and long term gains in an 





expanding population like this. ‘The long term gain (larger markets 





in the years to come) is obvious. For the short term, expanding 
families often lead today’s parents to invest in washers, freezers 


dryers and other time and work-saving devices 


Aggressive banks are offering merchandising help to dealers in 
their community—and more bankers should follow their example. 
That's the advice offered by a recent editorial in “The American 
Banker.” ‘The newspaper points out that many bankers have gone 








much further than merely making their lobbies available for dealer 
displays. In some cases, bank lists of credit-worthy customers are 
being rented to dealers. (‘The bank first asked the customers if they 
would like to be kept in touch by direct mail with buying oppor 
tunities which local merchants might offer from time to time. The 

answer was overwhelmingly favorable) . 
The editorial also points out that bankers today are following 
(Continued on page 8) 








MANUFACTURERS’ SALES 





1956 1955 % Change 
DISHW ASHERS Mar 36,283 28,848 +25.77 
3Mos. 99,611 71,702 +38.92 
DRYERS, CLOTHES, Electric Mar. 83,552 81,424 + 2.61 
3 Mos 313,346 254645 +23.05 
Gas Mar. 29,419 32,074 — 8.09 
3Mos. 114,450 83,451 +37.15 
FOOD WASTE DISPOSERS Mar. 37,458 44,412 15.66 
3 Mos 117,818 122,639 3.93 
FREEZERS Mar. 55,926 63,631 12.11 
3Mos. 161,875 181,303 10.72 
IRONERS Mar. 4,809 7,750 37.95 
3 Mos 14,288 24,639 42.01 

RADIOS (Home, Clock & 
Portable) Mar 881,841 708 ,249 + 24.51 
3 Mos. 2,096,712 1,694,540 + 23.73 
RADIOS, Automobile Mar 478,272 774,025 38.21 
3 Mos. 1,435,531 1,945,604 26.22 
RANGES, Standard Mar 117,544 130,180 9.71 
3 Mos 350,198 394,031 11.12 
REFRIGERATORS Mar. 381,485 392,774 2.87 
3 Mos 972,317 1,111,321 12.51 

Twe-Door Models (included 

under “Refrigerators"’) Mar 78,200 85,928 8.99 
3Mos. 187,669 197,999 5.22 
TELEVISION Mar 680,003 831,156 18.19 
3 Mos. 1,844,632 2,188,252 15 70 
VACUUM CLEANERS Mar 395,686 356,444 +11.01 
3Mos. 984,275 866 568 +13.58 

WASHING MACHINES: 
Automatic & Semi Auto Mar 295,451 269,141 + 9.78 
3Mos. 888,629 193,964 +11.92 
Wringer & Spinner Mar 110,293 101,414 t+ 8.76 
3 Mos 315 463 287,159 + 9.86 
WATER HEATERS, Storage Mar 59,300 65,815 9.90 
3 Mos 171,858 172,552 40 


WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn., 
VACUUM CLEANERS—iIndustry Estimate by Vacuum Cleaner Mfrs. Assn., RADIO AND 
TELEVISION--Industry Production Estimate by Radio-Electronics-Television Mfrs. Assn 
All Others—NEMA Members, Not Industry 































JUNE, 


1956—ELECTRICAL 


MERCHANDISING 








follows along under its own air- 


a NATIONAL ADVERTISIN 


ELECTRICAL 


New HOOVER (iuwictiion 





se 


new Hoover Constellation 


power---no lifting, no tugging 


Most amazing cleaner your customers have ever seen, Travels around the 


house on its own air stream. Nothing to do but guide the 3-wheel nozzle 
over the carpets and floors. 





It’s the biggest selling exclusive you've ever had—and only Hoover has 
Also exclusive double-stretch hose lets the litthe woman clean twice the 
area of any other make of cleaner—lets her get to the top of stairs too, 


without moving the cleaner. Your own Merchandising Kit is available to 


it. 


help you tie in with National advertising in a big way. See your Hoover 
representative not tomorrow, but today! 


Te 


wit the trongest y ony © = y ’ 
s g s ntroductor campaign for n leaner on where 

be f os we kno ws 

5 to s 


loats on its own air stream 
- TV campaign: 
spreads and single May-June 
age 


Glides on its own quiet wheels 
ble-p ih August: 1 ” 
prrcs during Mey throug Dave Garroway § Today 
sa Post (twice) NBC Network 
The Saturday Evening 


Reader's Digest 


’ “Tonight” 
Steve Allens 
(twice) C Network ; 
Better Homes ond Gordons pr oder Film Festival— 
Look 


k 
,—5 days a wee 
ABC Networ , 
McCall's Film Festivel— ; 
Living for Young oa Fare Network—Sundoy evenings 
Raat Journa 
Ladies’ Home 


d ig 0 
he neighborhood Audience wm the ne hb rhood 


<r 000,000 

Total readership i” . ot 60, of 

of 134,000,000 12 160 major markets will suppleme : ® 
a 4300 posters in : Rane 

Plus outdoor — S engaed and TV campaigns - FINKE APPLIANCES 


. around the house, around the world 
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THE FABULOUS NEW UNIVERSAL AUTOMATIC 


A sewing machine of the most advanced design .. . 
revolutionary new stitch selector guide makes it 
easy to predetermine any type stitch instantly, 
Smooth cam action does the work sutomatically 
. » » practically unlimited variety of stitch combina- 
tions. It comes in smart two-tone decorator colors 
+» t0 harmonize with any home. 


Beautifully designed console and desk cabinets, ; 
all of S-ply veneer, with hand-rubbed finish, brass 
or carved wood handles. 
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SEEKS MORE 
DISTRIBUTORS FOR 
FASTEST SELLING 


. 
poh h hhh hhh hhh hehehehehe LEE TLL 


UNIVERSAL 





SEWING MACHINE 
LINE IN AMERICA 


Universal SUPERTONE 





This popular straight-stitch model is 
Styled in handsome silver and green 
colors. It features a die-cast top, 
built-in light, and a special link motion 
designed for quieter operation. 


Deh hhh heehee) 


Universal STREAMLINER 





This straight-stitcher comes in a smart 
pastel green finish. The features in- 
clude a built-in light, link motion, top 
bobbin winder, and a double balance 
wheel which insures smoother, quieter 
operation. 


CeCe eee ee ee eeeeeeee ee eeeee 


A distributor's dream come true... . 


Priced to meet the toughest competi- 
tion! 

Hard-hitting national advertising and 
publicity campaign is making the Uni- 
versal Line the most talked about, the 
most wanted sewing machine line 
Plants in New York and Chicago with 
unlimited production facilities 

All distributors backed by solid and 
effective sales and advertising ammu- 
nition. 


Don't miss out. . . get on the ever-in- 
creasing network of prosperous distribu- 
tors and dealers who are already making 
high profits on the new Universal Sewing 
Machine Line! 


Write or phone today for complete infor- 
mation and literature on YOUR deal of a 


; lifetime! 
STANDARD SEWING EQUIPMENT CORP. 
New York — 76 9th Ave. Chicago — 1139 S. Wabash Ave. 
WAtkins 4-6730 WeEbster 9-2553 


T Rg E N DS continued 


the pattern set by sales finance companies in cultivating dealer 
contacts. During such calls the bank representative not only dis 
cusses business conditions but offers help on display, advertising, 
training and good business procedures. 

The magazine urges bankers who have not stepped up their 
merchandising programs to begin doing so by supporting national 
promotions such as Operation Home Improvement, Live Better 
Electrically, and the U. S. Steel campaigns. “By sharing in them,” 
American Banker says, “they will help you become a real, live 
partner in the tasks ahead for distributors, dealers, merchants and 
builders.” End 








MANUFACTURERS’ SALES 





Electric Housewares—NEMA % 
Members Only, Not Industry 1956 1955 Change 
BED COVERINGS........ es 84670 36,677 +130.85 
Feb. 36,194 22,327 + 6211 
2 Mos, 120,864 59,004 +104.84 
COFFEE MAKERS a 242,506 151,449 + 60.12 


Feb. 253,876 170,488 + 48.91 
2Mos. 496,382 321,937 + 54.19 


CORN POPPERS ah Jan. 25,313 19,157 + 32.13 
Feb. 24745 25,255 — 2.02 
2Mos. 50,058 44,412 + 12.71 


HEATERS, Portable: 


Convector & Radiant ; Jan. 6,550 2,579 +153.97 
Feb. 6,343 2,114 +200.05 
2 Mos 12,893 4693 +174.73 
Fan-Forced & Fan-Heaters Jan 28,841 16690 + 72.80 
Feb 13,737 11,863 + 15.80 
2 Mos 42,578 28,553 + 49.12 
HEATING PADS ‘i. 155,480 139,790 + 11.22 
Feb. 91,821 95,069 3.42 
2 Mos. 247,301 234,859 + 5.30 
HOTPLATES—DISC STOVES... Jan. 17,485 23,679 — 26.16 
Feb. 24,801 30,214 — 17.92 
2 Mos 42,286 53,893 - 21.54 
IRONS: 
Traveler Jan. 19,705 10,189 + 93.39 
Feb. 14,702 14,774 - 49 
2 Mos. 34,407 24963 + 37.83 
Standard, Automatic Jan. 107,997 65,113 + 65.86 
Feb 78,401 77,813 + 76 
2 Mos. 186,398 142926 + 3042 
Steam & Steam Attachments Jan 136,136 217,630 37.45 
Feb. 365,951 240862 + 51.93 
2 Mos. 502,087 458,492 +4 9.51 
Non-Automatic Jan 3,418 4,898 30.22 
Feb 5,212 5,102 + 2.16 
2 Mos 8 630 10,000 13.70 
TOASTERS: 
Automatic Jan. 120,420 156,967 23.28 
Feb 131,940 132,864 70 
2 Mos. 252,360 289,831 12.93 
Non-Automatic Jan 14,763 14,739 4 16 
Feb 14,484 10,411 + 39.12 


2Mos. 29,247 25,150 + 16.29 


WAFFLE IRONS & GRILLS: 
Waffle lrons & Sandwich Grills 


(Single Units) Jan. 3,109 3,051 + 1.90 
Feb 4,719 3,197 + 47.61 

2 Mos 7,828 6,248 + 25.29 

Combination Units Jan 35036 54075 — 35.21 
Feb. 45,012 52,707 — 14.60 


2Mos. 80,048 106,782 — 25.04 
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Now... offer 
. me . ~~ Sheer ‘ 
i ioe >. Rp 2 % , 


New Universal ends off-and-on heat 
blasts...guarantees your customers 
constant floor-to-ceiling comfort! 



























If there’s a market for “space heaters”’ in your area, there's 
a many times bigger one for the revolutionary new Universal 
Constant Comfort Gas Heater, Because here, for the first 
time in 20 years, is an entirely new and efficient home heater 
principle that ends cold drafty floors and hot ceilings. 


Constantly circulates warm, filtered air all over! 


Just like the most costly modern central heating systems, the 
new Universal Constant Comfort Gas Heater continuously 
circulates warm, filtered air all over the rooms at all times. 
It automatically maintains even temperatures from floor to 
ceiling. Yet it actually costs /ess than some ordinary “space 
heaters,"’ requires no additional installation and lowers fuel 
costs by re-circulating preheated ceiling air, 


Act now on this big profit opportunity! 
the new There's already a fast-growing demand for heaters 


in motels, house trailers and many other new 
” locations, Now Universal's many revolutionary 
new features will open a huge new replacement 
market in homes, businesses and other locations 
where heaters are in use, 


Con STANT Don’t delay. Rush the coupon for complete 
Com Fe ORT details today—plus news about the consistently 


powerful promotion program that will move 


GAS HEATER Universal Constant Comfort Gas Heaters right 
: off your floor! 
for LP or city gas 4) 





Hi 

’ 
¥ A Ly yoo } Cribben & Sexton Co., 700. Secromento Bivd.,Chicogo |, It. 

ribben aton 
be : Gentlemen: Please rush complete information about the 
4 ees na ‘ ond uv 1 special money-saving odvontages of placing my Universal 
: \ s |! Constent Comfort Gos Heater order now 

; | Ranges : 
<= 51 your name —_ 

Automatic ©as i oy K 
Clothes \ ee firm name = 

| Universal | street eddress 
Consum-all Gas | 


city sone __. state 
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Scheduled for ‘57—here today! 
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1 h.p. “SCOT” | ig Wi Vy Whit 





Brand new! Just in time for the hot days ahead! 


ANNAANNOON 


This advance model lets you sell a 1 h.p. conditioner 





profitably at prices you'd normally offer your % h.p. 
models for. 


NEW CENTRAL-SYSTEM 
AIR CONDITIONING 


This new self-contained Amana unit air-conditions 
an entire home. Fits in attic .. . or almost any unused 





space, Completely air-cooled. Priced sensationally 
low! They’re out and moving now! 


Hottest Advertising Ever! 


Hard-hitting, prize-winning Phil Silvers Show tells Amana 
story to millions. Post, Life, Time, Newsweek, Better 
Homes & Gardens carry the product story right into your 


BACKED BY A CENTURY-OLD TRADITION 


community. Hard-hitting local-level newspaper promo- 
OF FINE CRAFTSMANSHIP 


tions tell and sell for you in Amana’s biggest advertising 






year ever! You get results! 
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Come From Cae 


See for yourself 7vererrear's complete line of air conditioners and 
food storage units—the biggest money-makers in the business! 





Sor Better Living 











‘ 
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Gweet Sixteen! 


Dazzling new beauty has been added 
to the White line— glamorous turquoise touches, gleaming copper glints, 
shimmering white—but, basically, White sells and sells fast because 
it’s a darned good heater. Just read the wealth of features listed below— 
then phone, wire or write TODAY and get set yourself, 


for new sales records, new profits. 





WATER-HOTTER: 


Automatic Water Heaters— Electric or Gas 


OES While Plas, or Zinc-in-ized Lining 


WHITE PRODUCTS CORPORATION - Water Heating Specialists Since 1930 » Middleville, Michigan - Division of Lamb Industries, Inc. 
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...in the 
EAST 


By Robert W. Armstrong 


Dealers call sales spotty, but refriger- 
ators and air conditioners are moving 
and TV resists its full seasonal slump 
... However, volume bears no relation 
to profit 


EPORTS of a certain sluggishness and spot 

tiness in dealer sales from mid-April to 
mid-May go hand-in-hand with the curious fact 
that not many eastern retailers are complaining 
with any vigor 

The general attitude almost amounts to a 
statement like this: “Well, business is off a bit 
but we don’t care.” 

he fact is, of course, that business is, as usual, 
good for plenty of merchants and shows signs of 
improvement to many of those who have experi- 
enced declines. 

You can sum up many attitudes with this com 
ment by a Boston merchant: ‘Business has been 
sluggish for the past 30 days, but I think we'll do 
pretty well in the next two months provided we 
get the weather. We're about even with last 
year and things could be a lot worse. Consider 
ing what the weather has been we've done well 
enough.” 

Sometimes dealer attitudes are surprising. One, 
for example, says “Refngerators have been disap 
pointing—but still about five percent better than 
last spring.” Since last year’s refrigerator volume 
was the best since 1951 a listener to this kind of 
comment begins to wonder if he’s talking to a 
dealer or a manufacturer's sales manager. 

Another retailer in eastern Massachusetts calls 
refrigerators “spotty”, but in the same breath 
adds that sales are running 10 percent ahead of 
1955 and says that refrigerators, along with air 
conditioners, should enjoy “excellent business” 
this summer 


Refrigerator sales are on the upgrade in most 
parts of the East. In Philadelphia, for example, 
most dealers admit to an upswing in sales, par 
ticularly among the larger boxes and two-door 
models. One, whose best seller is a 12-foot, 
double-door model, says, “List price is around 
$530, but of course we are selling them for less 
than that.” 

Up in western New York refrigerators are going 
well, too—as they should be, because May through 
July is the traditional peak selling season. Here, 
as elsewhere, demand seems to concentrate on 
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the larger boxes with double doors and deluxe 
features. The same thing is true in Washington 
sales ahead, demand for big, double-door boxes. 


While refrigerators have been gathering speed, 
TV has remained, as one report puts it, “surpris- 
ingly buoyant” for a period when sales historically 
decline. Some retailers, of course, do feel a drop. 
lake, for example, the Bostonian who says, 
“There’s been a disappointing drop in TV sales 
over the past month,” and another who complains 
that “TV isn’t moving right now regardless of 
how much promotion we give it.” 

In contrast there are several reports like the 
Philadelphian’s who says, “TV generally is very 
good; it’s about the same as last year and slightly 
above last month.”’ He admits, however, that “we 
have some specials on T'V which is helping to sell 
them.” 

A lower Connecticut merchant goes so far as 
to say that it is TV which has kept him going, 
largely (and oddly) because, as this dealer says, 
the public in this area is scared of TV service 
and wants to do its buying from a “legitimate” 
dealer. 

Even in New York dealers find that television 
is at least ‘‘fair.”” And in western New York one 
dealer says, “Our television business is better 
than expected for this time of year and this is 
probably due to continued cold weather which has 
kept people indoors.” Another in the same area 
says, “A big promotion on T'V gave us a nice 
boost recently, but the appliance end of our busi 
ness is soft right now.” 


Reaction to portable TV sets is mixed. Several 
retailers claim that prices are too high, especially 
on the very-small-screen jobs. Some dealers com 
plain that margins are too short. Even one Phila 
delphia merchant who reports “wildfire” sales 
says that one 84-inch set “is too small for the 
money and too high in price.” His best mover 
is a 17-inch portable, an experience shared by 
several other reporting dealers. 

In western New York one dealer refuses to 
handle portables at all, says “there’s no money 
in them.” Another says they're selling well, but 
that “the markup isn’t worth the trouble of giv 
ing them full promotion and floor space. 
They're a wonderful idea for the customer, but 
they don’t give the dealer much of a break.” His 
comment is echoed by the large number of dealers 
who admit that few, if any portables are sold at 
list. According to their reports, prices for the 
small screen jobs have to be dropped to around 
$100 or $110 before they'll sell. 


Brightest expectancy right now is for air con- 
ditioning. Even in naturally air-conditioned Bos- 
ton business “looks promising even in the face of 
uncertain weather changes.” One Boston distrib 
utor says sales have been excellent as dealers have 
been building inventories to avoid being caught 
short in a repetition of 1955. He even claims that 
prices are steady but adds that “it is too carly to 
tell what will happen with them.” A dealer in 
the same area has enough units on hand to top 
last year’s sales by 30 percent, plenty of interested 
prospects, but few sales so far. 

In Philadelphia a dealer reports that “air con 
ditioner sales are very good—well above last year. 


1956 


We have a lot in stock but we're moving a lot.” 


- In this market there's — of price cutting and 


he tells about one dealer who is allegedly selling 
a $319 unit for $225, making a profit of $8 
Another Philadelphian has been moving air con 
ditioners with discounts that allow him $25 or 
$30 in profit, then adds an installation charge that 
gives him a $50 total profit on the sale. Less 
cheerful about it is the merchant who says that 
air conditioner sales are picking up but that “we 
really have to cut the price to do any business. 
Operating with a $40 margin is really low.” 


A sales pickup in Washington has been paced 
by refrigerators and air conditioners, One store 
even reports shortages of half-ton G-E. air condi 
tioners. Another reports that they've already sold 
more air conditioners this year than they sold 
during all of 1955, 

Dehumidifiers present the most startling pic 
ture in Washington. During the first three 
months of 1955 only 203 units were sold. During 
the same period this year, according to the Elec- 
tric Institute, 2,198 units were sold, Reason: last 
summer was hot and muggy and supplies ran out. 
Consumers are taking no chances this year. 

Outside selling was mentioned by a few dealers 
this month as one way they've been maintaining 
sales. One, in lower Connecticut, says it's the 
only thing that enables him to grab sales away 
from discount houses. And in Philadelphia, so 
the story goes, one enterprising merchant traveled 
from door to door with a Cory knife sharpener, 
offering to sharpen knives for free. Once inside 
a house he could spot appliance needs and, as the 
result of sharp eyes and sharp knives, wrote a lot 
of good business 


...in the 
MID- 
WEST 


By Tom F. Blackburn 





Financial cutbacks hurt utility mer- 
chandising men. . . Dressing up sales- 
men... School clothes as premiums 
.. » White gloves make range sales 


OU sometimes wonder if dealers have any 

memories, when you hear what happens to 
them. In Kansas City this year one brand loaded 
up retailers with refrigerators advertised at $449. 
After the campaign started, there came a price cut 
from the factory on this model, bringing it to 
around $349. This cut the dealers who had 
stocked the item to a 23 percent profit. Due to 


(Continued on page 14) 
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the barrage of advertising running, they were all 
getting a demand for this model and clected to 
stay. But, how about next year? With one of 
the biggest dealers in the city declaring that he 
only made 4 percent profit in 1955, this ques 
tion arises how many dealer can pay out on a 
43 percent margin? 

The stock market statements that dividend 
rates on utility stocks are holding up do not take 
into consideration the acute pain being caused 
merchandising people 


For the financiers who run the utilities are 
caught between increasing expenses and a desire 
to hold up the dividend rate They could ask 


for higher rates, but they do not want to do that 
Consequently, they are looking around for som« 
thing to cut on and the merchandising depart 
ment is the goat. The wat hdogs of the Treasury 
forget that utility loads didn’t fall from heaven 
but wer fought for, and the merchandising 
department built up these loads for them. They 
hortsightedly point to areas where there has 
been a population growth, and say, “It happened 
in Florida without any merchandising, why can’t 
it happen here?” They forget that some area 
have expanded on account of some lucky changes 
and think that everything is heaven-sent 

rhe increasing flabbiness of the muscle of 
utility merchandising is due to lack of apprecia 
tion on the part of management of what has 
been accomplished, and how it was brought 
about, One Midwest outfit that had a 15. per- 
cent slice in their merchandising budget has had 
to cut out all installations and a lot of advertis 
ing cooperation 

lhey forget the words of George Hughes, the 
inventor of the electric range He said the 
electric range was lucky in two things—having 
a new style that the public liked, and the fact 
that the gas utilities were asleep at the switch. 
Today, the gas utilities have grabbed the electric 
range style and are spending, in many cases, twice 
as much money as many of the electric utilities 
on promotion, It isn't going to keep up 


The new trend is to dress wp the salesmen. 
Last year Maytag had a successful promotion in 
which salesmen wore blazers and straw hats. Now 
comes Westinghouse with the same brightly col 
ored outfit, adding a mustache, straw hat and 
cane, and a beautiful model to accompany each 
sulesman, wearing a beach costume 

Reason behind the thinking is to hit the 
prospective customer between the eves with the 
thought that this is something special. Recently 
a dealer in Wisconsin did a fourth of his year’s 
business in one weck—a hundred washing ma 
chines~by dolling his place up with balloons 
curtains, and running about 10 pages of adver 
tising plus television announcements in dialect 
There is no accounting for why it works, but 
apparently it does work at the present moment 


It is a wonder that free school clothes have 
not been used as premiums before now. A Mason 
City, Il., woman found out that mothers always 
buy their kids’ clothes locally, but go 30 miles 
to the city of Peoria for their own garments 
They want to spend $5 or less a garment for 
their kids’ clothing. Word comes in that a dealer 
has tried giving away school clothes with the 
purchase of a washer, and it drew an excellent 
response. For clothing is like a drinking glass, 
it is always having to be replaced, and is some 
thing that the family must own 

There is need in special sales promotions for 
dealers in the Middle West to set up spiffs for 
their salesmen. One of the most successful pro 
motions of the year took place recently, and the 





dealer gave his men practically nothing, to the 
horror of the distributor's man. This formula 
is being repeated in another store and the dis 
tributor is seeing that there is a $5 bill for the 
ilesman for every washer or dryer sold, and he 
is giving the non-selling clerks in the store a 
washer or dryer in return for tips that may be 
turned in. This machine will either be sold and 
the returns split among the winners or given to 
one of them following a drawing 

I'he Kansas Power and Light Co., of Topeka 
comes out with a report on how saturated ten 
ireas in Kansas are—excluding Wichita and Kan 
is City, Kans. ‘The report says that saturation 


on electric ranges is 25.5 percent; on clothe 

driers, 7.7 percent; automatic washer 34 per 

ent; television, 76 percent; refrigerators, 95.5 
eo 

percent; refrigerator-freezers, 33 percent; home 


freezers 12.2 percent; air conditioning, 19 per 
ent; electric water heaters, 5.2 percent; electri 
blankets, 10 percent; electric fry pans, 10 percent 

Number of residential customers of the utilit 
ie 126,705, and it was reported that only four 
percent have 100 imp. service entrance; 49 per 


+7 per 


cent have 60 amp, service entrance, anc 
cent, have 30 amp. service entrance 


Latest report from Union Electric territory in 
St. Louis, presided over by the energetic Bob 
Coe, shows the following fall-offs for the year: 
Dehumidifiers, down 55 percent; food freezer 
down 5 percent; ironers down 91.2 percent; r 
frigerators down 15 percent. Electric sinks down 
97.6 percent; television, black and white, down 
19.9 percent. Items on which sales are up Dish 
washers, 8.9 percent; disposers, up 31.9 percent 
dryers up 20 percent; ranges up 3.8 percent; 
vacuum cleaners, up 4.) percent; conventional 
washers up 0.9 percent, and water heaters up 8.3 
percent. 

In the area around Duluth, M. H. Prince of the 
Minnesota Power & Light Co. reports that 
ranges have had a 19.9 percent increase; food 
freezers, 61.7 percent; clothes dryers, 34.7 per 
cent; automatic washers, 31.1 percent. On the 
other hand, he says that television has dropped 
off 39.2 percent for the year, stokers and oil 
burners are down 10.6, and ironers, 58.6 percent 

Visitors to the Heinz 57 varieties factories used 
to be electrified by a guide who wore whit 
gloves, and put his hands on evervthing, com 
ing up at the end of the trip to show visitors how 
spotlessly clean the factory was. 

I'his idea is being used in the Middle West 
to sell electric ranges. Idea is for the demon 
strator to rub his hands over the bottom of alu 
minum saucepans, after they have been used 
and show the prospect how faultlessly clean 
electric cooking is 





PATTERN FOR THE FUTURE? 


"The promotional dealer recognizes changes in 
the type of selling to which the public will respond 
He is today’s version of the specialty dealer 

who pioneered the appliance industry in the 30's.” 
Maybe you don't agree. Maybe you won't ap 
prove. But you'll get o shock when you read in the 
July ELECTRICAL MERCHANDISING the detailed, 


sensational story of how a promotional dealer built 





a business from zero to $750,000 in two years by 


negotiation” selling and 


Something for Nothing 





| . 

| the techniques of ruthless buying, all-out promotion, 
| 

| 

| 

} 





...in the 


SOUTH 


Cool spring slows air conditioner 
sales, but prices are steady . . . con- 
sumers ask more about credit, but 


major sales equal or exceed last year’s 


vi LL I'm doing is just sitting and praying 

for a long, hot summer’. This comment 
from a Tennessee merchandising association man 
just about sums up the feelings of distributor: 
ind dealers throughout the South this month 
For thus far, the weather generally south of the 
Mason-Dixon line has been unusually cool, and 
its effects have been felt in the electrical appli 
ince field 


Air conditioners, naturally, have borne the brunt 
of cool weather. Nashville reports that although 
conditioner sales are above the same period last 
year, they are only slightly so. They dropped 
markedly the latter part of April, and were picking 
up but slowly in mid May 

Price cutting, which was a major problem there 
last month, seems to be disappearing. Main rea 
son is that many of the low-price bargains offered 
to consumers, particularly in air conditioners 
were 1955 models—and the supply is about ex 
hausted. The 1956 models are selling at close to 
normal resale prices. 

A growing interest in this area in built-in 
ranges and central air conditioning, both of which 
are supplied by contractors, may have serious 
implications for dealers, although they think this 
problem is probably pretty far m the future. 


Georgia distributors and dealers report a “gen- 
erally satisfactory” level of sales in all major appli- 
ances with ranges, clothes dryers and refriget 
ators being the strongest items. Air conditioners, 
is in Tennessee, are not up to the volume expec ted 
or desired, but again the weather is blamed. 

A dealer from Savannah, where the weather is 
usually muggier than in the higher northern 
portion of the state, says “I don’t have any com 
plaints to make at all. Seems to me that peopl 
have reached the point they consider an air con 
ditioner a necessity, at least for the bedroom and 
they're buying right along. Our job now is not to 
convince them they have to be cool to sleep com 
fortably, but they've got to be cool in the living 
room so as to watch television comfortably.” 

Some Georgia dealers, as well as some in Ala 
bama and elsewhere in the south, report that 
customers are asking sharper questions about 
credit terms than they formerly did. 

“It’s all this publicity about tight credit”, com 
plains one. “People seem to think that they’ r 
going to have to pay more than they used to if 
they buy a refrigerator on the installment plan 
Well, in some cases they do, but the difference 
is not enough on an item in that price range to 
matter. But still they want to know, and up 
until lately they didn’t even bother to ask about 
credit charges. It hasn’t affected my sales any yet 
that I can tell but it could.” 


North and South Carolina dealers report, on 
the whole, big gains over last year in automatic 
washing machines, clothes dryers, and air condi 
tioners. The latest year-to-date estimates, put 

Continued on page 16) 
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You can make$ 


in the next 5 minutes 
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with American Kitchens’ Big New 
“QONE-STEP WAY’’ 


Promotion to Spring Profits! 


e° 
¥ 
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Here’s how to get your $84.50: Simply buy and display the 
complete “Pioneer” by American Kitchens, It includes the 
basic kitchen Sink Center, the “Roto-Tray" Dishwasher 
Center, the “Stack-On” Oven and “Set-In" Range Center, 
and the matching Corner Unit, That's all you have to do 
to make $83.50! 


Why are we making this unusual offer? Because dealer 
after dealer has proved that if you display the “Pioneer” 
you'll sell it. Its dramatic beauty —combining natural birch 
and antique copper on a steel frame—is one of the most 
amazing sales producers the industry has ever seen. It's 
the only kitchen that sells both the wood and steel kitchen 
markets... gives you 100% market coverage! And gives 
you full 40% markup on sink and cabinet sales, full 35% 
on appliances! 

Since some of your customers aren't in the market for 
a complete new kitchen at one time, the “ONE-STEP 
WAY” gives you the perfect sales answer—you can begin 
the sale with the basic kitchen center, then trade up your 
prospect—one step at a time until he’s bought the complete 
“Pioneer.”” And the whole promotion is backed up by full- 
page ads in national magazines and Sunday newspaper 














—erTe ' ions—pl : °s 
$18.00 DISPLAY BONUS: ONE STEP! Display the basic kitchen center shown above—and yt b MA - ha powerful sales arte pear yes Ab pce 
you'll get an $18 bonus for doing it! (Includes a 42” sink and a 30” base cabinet, with shown below’ So don't wait—call your American Kitchens 
42” and 30° wall cabinets above.) distributor today! 
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$20.00 DISPLAY BONUS: for adding Dishwasher Cen- $32.00 DISPLAY BONUS: for adding Range and Oven $13.50 DISPLAY BONUS; for adding Corner Unit for 
ter —Total Display Bonus $38.00 for ONE STEP Center—Total Display Bonus $70.00 for ONE  L-Shape display. Total Display Bonus $84.50 for 
more! (Includes “Roto-Tray” Dishwasher and STEP more! (Includes “Stack-On"" Oven and just ONE STEP more! (Corner Base Handy Pan- 
24” wall cabinet.) “Set-In"’ Range, plus two 24” wall cabinets.) try, Corner Top, and Corner Wall Cabinet.) 


J " P ' 
traffic building offer! One automatic electric skillet... and $30.00 worth of promotional mate- 


Your customers can get 4 
this AUTOMATIC ELECTRIC 


rial. You get all of this—including the skillet—for only $12.95. includes: 










SKILLET. R | 19.95 
caieteaiion pa — be ruhtig 100 Consumer Mailing Pieces 1 American Kitchens Personalizer 
2 Window and Display Banners Pianning Kit—(as long 


12 Feature Stickers as they last) 








| OR AAO PEER TETR VR Oe tw ey mm 
| this wonderful | EXTRA! POWERFUL SALES PROMOTION KIT! 

| 

| 

| 


They con get this by coming inte your 
store to see the beautiful new "Pioneer" on displey. 





| 
1 Automatic Electric Skillet Free Ad Mats, Free Radio Spots | 







STEP AHEAD WITH 


American Kilohens 


IN 1956 






CALL, WIRE OR WRITE 
YOUR DISTRIBUTOR TODAY! 


DIVISION (4YCO) CONNERSVILLE, INDIANA 
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dryers up about 90 percent, washing machines up 
a third, and air conditioners more than 100 per 
cent higher than the same period last year. Deal 
ers expect that ranges and water heater sales 
for 1956 will be about the same as for ‘55 while 
television sales will be lower. “They haven't 
opened up any new stations around here in a 


says one distributor, “and in the 
areas with established stations just about every 
body's already got TV.” 

Another reports that automatic dishwashers are 
gaining steadily, “It’s still a luxury item,” he 
says, “but I believe it’s going to snowball when 
it finally catches on.” 

In step with generally higher sales almost all 
slong the line, Carolina power and light custom- 
ers are each using 125 kwh of energy more, year-to 
date, than in '55 

Down in Florida, two big Jacksonville dealers 
ay that April and May sales of all appliances ran 
about equal with the same two months of 1955 
and that May was a “picking up” month with 
the situation “moderately better’ than April 
Inventories were in good shape, but one dealer 
aid that even with good sales volume, there were 

no profits’ because of price competition 


long time” 


\long with everything else on America’s gold 
coast, appliance sales in southeastern Florida are 
booming. Big ticket sales leaders thus far this 
year in this area, with sales gains of up to 250 
percent have been attic fans and clothes ironers. 
Surprisingly enough, automatic dishwashers show 
a gain of 95 percent in year to-date figures. 

An intensive “beat the heat” campaign, with 
a sales quota of over $44-million for air condi 
tioning units, ventilating fans, and portable fans 
was plugged hard by southeastern Florida dis 
tributors and dealers during May. The cam 
maign was strongly backed by Florida Power and 
ight Co., which serves the territory, with point 
of sale displays and local advertising 


...in the 
SOUTH- 
WEST 


By Fred A. Greene 





Business still in slump . . . discounts on 


the rise . . . heavy rains may bring 


increased summer sales .. . freezers 


and refrigerators top sellers 


] USINESS in the Southwest was a mixed up 
affair the past month. There were more 
downs than ups and even those showing in 
creases from the previous month didn’t set any 
workis on fire. Just why, appliance dealers and 
distributors can't agree But they all have 
opinions 

Some blame it on the income tax period, 
though now past due for another year. Others 
insist the long Southwestern drought took its 
toll. But the major reason seems to be, as one 
Oklahoma distributor remarked, “long trades, 
price cuts, discounts, etc.” He adds that these 
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tactics do get some business but what concerns 
him is the short margins dealers are forced to 
take 

A Dallas wholesaler reported price dumps 
“worse than ever.” But he sounded a hopeful 
note that recent rains may insure dealer strength 

The rains which covered a large area of the 
Southwest during late April and early May were 
indeed drought breakers. In not a few instances, 
though, the runoff took considerable top soil and 
farms had to replant. But it’s generally agreed 
that the moisture came early enough to insure a 
crop later on and provided much subsoil moisture 
which will help farmers should the next heavy 
rains be a long way off 

The only areas which didn’t get enough (if 
any) rain include far west Texas and the Texas 
Panhandle. 


Texas farm income is reported on the rise—up 
one percent from March, ‘This, together with 
the boom in rainfall, may provide the impetus 
for a successful summer. When the farmer can 
buy, the appliance dealer can sell. 

There is, however, a cloud on the horizon. A 
Dallas newspaper recently reported an alarming 
increase in repossessions of new and used cars. 
Although appliance dealers have not reported 
a similar situation lately, credit tightening has 
taken place and repossessions apparently have been 
normal. But they may rise. One dealer points 
out that business is too uncertain to predict tight 
ening credit will hold down these repossessions. 
You can’t check on everyone, he adds. The next 
few months will tell 


Air conditioner prices range from hectic to 
very bad. In other words, nobody's having any 
luck in securing anything close to a reasonable 
profit. Though the going price for a one horse 
power unit varies, the average price works out to 
around $199.95. In several cases, units are down 
to $189.95 

Perhaps one reason for poor early air conditioner 
sales has been the weather. ‘The Southwest ex 
perienced an extremely late spring, with the met 
cury hitting the 90 mark well after the first week 
of May. One dealer admits he’s already had to 
give a 20 percent discount on 1956 models, 
while another claims his profits on this year’s stock 
are “considerably lower” than on the 1955 mod 
els a year ago. In a couple of instances, dealers 
say they've made no sales—can’t compete pricc 
WISC 


Television sales in a few cases have been good, 
but most reports range from fair to slow. A 
Lubbock distributor, in the Panhandle area of 
l'exas, showed a 40 percent nosedive. In South 
l'exas’ growing port city of Corpus Christi, sales 
show a sharp rise since a new VHF station went 
on the air late in May—the city’s first. 


Color television has fared poorly after some 
hopeful signs it would surge forward this spring. 
Along with the usually voiced reasons of few 
programs and too expensive sets, dealers keep 
hearing from prospects that they want to wait 
until the Fall when they (the prospects) under 
stand better sets will be selling for less. 

One dealer tends to blame manufacturers. He 
says they've “leaked” word to the public of “un 
der $500 sets” come the fall of the year. So, the 
prospects wait and dealers, not wanting to get 
stuck, are waiting and watching 


Refrigerators and freezers were the best selling 
items this past month. Electric ranges were close 


JUNE, 


behind. Increasing efforts by dealers and dis- 
tributors have helped the movement. Electric 
utilities have extensive campaigns on and with 
the recent rains bolstering rural income, dealers 
are expecting good days ahead. 

It is important to note the growing emphasis 
on getting out to sell. Dealers are becoming more 
cognizant of the simple fact that customers won’t 
come to them. They have to go out to the cus- 
tomer. 

With people shopping around so much, dealer 
salesmen realize that in order to make a living, 
they must sell the merchandise. You can’t sell 
price anymore; enough dealers are ready to settle 
for volume and low profits. They now are 
beginning to earnestly push the merchandise and 
the reasons why customers should have them in 
their homes. 

With this attitude, dealers figure they can sell 
a product on its merits, not price. And, they 
reason, when a customer shows satisfaction with 
a product, they'll recommend it to others for its 
merits—not price. 

In this manner, dealers and distributors hope 
they can beat back the discounters who sell only 
for price. 


, eine 
GREAT 
LAKES 


By William A. Troy 





A gray market in gray weather... 
Layoffs, strike rumors have effect . . . 
Air conditioners, portable TV and 
built-ins strongest. 


HE appliance market in the Great Lakes 

area is about as gray as the weather, which 
has been consistently cold and wet. Quite a few 
dealers are ready to blame their blues on a spring 
which hasn’t really materialized. Others are less 
vague. 

For instance, several Detroit dealers have no 
ticed sharp drops in their sales from a month o1 
two ago, mainly they think because December 
and January predictions by the car makers that 
1956 would be a 7-million car year were greatly 
overestimated. ‘Those overestimations have rr 
sulted in periodic lay-offs at all the major auto 
plants, and the cut-backs have bitten deep into 
sales of ranges, refrigerators, etc. 

In the eastern part of Ohio, another cry is 
heard. Rumors, not as yet backed by any sort 
of fact, have it that the nation’s steel workers are 
planning an extended vacation come July, that 
big steel will be adamant in resisting the steel 
workers’ demands for such things as premium pay 
on continuous processes for week-end work. 
While neither steel nor the steel workers have yet 
made their demands known, rumors in the Can- 
ton-Youngstown-Pittsburgh area have served to 
make buyers (and finance men) more cautious. 
The rumors may well prove to be only that, how- 
ever. There are those who feel that big steel can’t 
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Here’s one example... 


A GENEROUS DEALER ALLOWANCE ON 
CASCADE TO HELP YOU CLOSE SALES... 


. a special price allowance that makes it profitable 
for you to offer a 9-months’ free supply of Cascade 


12 packages 
motion... 
‘Gift Packs’”’ 
dishwasher buyers!* 


as a sales clincher! It’s a tested pro- 
and it really works! Use these Cascade 
to turn prospective customers into 





ATTENTION: Appliance Dealers! 


a tremendous promotion 


Here’s another example... 


A POWERFUL PUBLIC SERVICE FILM 
TO PROMOTE DISHWASHER SALES... 





“Recipe for Leisure,” in color and sound, is an in- 
teresting, entertaining film that sells the benefits of 
owning an automatic dishwasher . . . dramatically! 
(Available for showing at church, social, PTA gath 
erings, etc.) It’s a traffic-builder . . 
Be sure to use it!* 


. a sales-builder! 





And here are other ways CASCADE is helping you 


Sell More Dishwashers! 


Cascade’s superior cleaning performance and 
new safety for fine china are building greater 
consumer satisfaction with automatic dishwash- 
and increased demand for the machines 
you sell. Cascade is running the greatest adver- 
tising campaign in the history of dishwashers... 
with each ad featuring a leading make of dish- 


ers... 


Cascade is recommended by every leading manufacturer of Automatic Dishwashers! | 


/ 
washer. Yes, in every way possible Cascade is 
building up new prospects for automatic dish j 
= 
washers and helping you close sales, too! ae 









* For information on special dealer allowance, pub- 
-_ ' , , , ; iver 
licity film and special display materials, write to Console gets glasses, * 

; ‘ — : : ox ” 
Procter & Gamble, Box 32, Cincinnati 1, Ohio. Clean 
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Leading 

Advertisers 
use 
Outdoor 
Advertising 


for 


Put your Advertising Qutdoors and Watch America Go Buy! 











Advertisers of America’s leading products recognize that the “SEE-POWER” of 
OUTDOOR generates maximum SALES POWER closest to the point of purchase 
at lowest cost per dollar invested. In an average national campaign, cost is only 
lSe per 1,000, 


T.A.B.* Studies show that in a typical market 93% of people see OUTDOOR... 
average person sees it 22 times per month. Further: POLITZ figures show that 
average exposure to pedestrians is 64 seconds—to motorists, 21 seconds. You can 


get more SALES POWER from the “SEE—-POWER” of Outdoor Advertising. 
*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 


ATLANTA « BOSTON « CHICAGO « DETROIT « HOUSTON «+ LOS ANGELES 
PHILADELPHIA « ST. LOUIS « SAN FRANCISCO «© SEATTLE 





RADAR TESTS SHOW: 
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Outdoor Advertising 














Poster designed by Needham, Louis and Brorby, Ine. 


D. C. MARSCHNER 


{dvertising Manager 
Shell Oil Company, says 


Outdoor advertising is a 
basic medium in keeping 
Shell constantly before the 
motorists of America and 
as the number of automobiles 
increases so does the value 


of our outdoor poster 


FRANK W. NOBLI 
Isst, Sales Manager 


(dvertising 
Studebaker Division 
Studehaker-Packard Corp wivs 


“In making an important 
purchase like an automobile, 
people make up their minds 
gradually We use outdoor 
advertising because, through 
constant repetition, it keep 
the idea of getting a Studebaker 
in the mind of the buyer right 


up to time of purchase, 


G. W. CARRINGTON 


{dvertising Director 
Vorton Salt Company, say 


laste appeal sells salt 
and the interesting pictorial 
presentation of our product 
on outdoor posters over 
many years has been found 
very effective in building 
nation-wide acceptance for 


Morton Salt. 
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oso a potSewares buyer will 
boogt his sales by working 
ie Atlantic City Show... =| 


will see the largest selection of merchandise ever assembled under a single roof for 
a mid-year exhibit. 

















. will meet with top policy-making manufacturing executives and get first-hand knowledge 
of what's ahead in production, distribution, delivery, prices. 


will get a wealth of business information and merchandising ideas. 
will see your regular sources of supply. 
will make numerous important new contacts. 


will have days of intensive buying time away from the office with its many dis- 
tractions. 


will find a working show where buyers come to buy from sellers who are there 
to se// their newest, most compelling products. 


will get business information and merchandise you need for the im- 


portant Fall through Christmas selling season. 
. thew we 


a5th N.H.M.A- — 


National 
Nationa Housewares Fy hii Neat 
July 9-13, 1956 Atian 


tie City Auditorium 


NATIONAL HOUSEWARES MANUFACTURERS ASSOC 
1140 Merchandise Mart, Chicago 54, Illinois 

















TRENDS REGION BY REGION 


ifford a long strike, with all its ramifications, in 


an election year which appears to favor the 
Republicans, 


“The general trend of the economy,” says a 
Columbus, Ohio dealer, “is definitely down from 
last year. I don’t know how that stacks up with 
national figures, but I can feel it right here in 
my store, and so have other dealers in the area.” 


Vhere is a brighter side. Air conditioners 
throughout the area are moving better than they 
were a year ago, mainly on the wings of some fast 
ind furious promotions. Even with the bad 
weather, dealers are reporting sales increases of 
trom 10 to 75 percent. “The public is now be 
coming aware that air conditioning is not a rich 
man’s plaything,” says a Cleveland dealer. “You 
can tell that because air conditioning buyers are 
now shopping for price.” Cleveland’s electrical 
league has an even more startling figure on ait 
conditioners. Their first quarter 1956 figures 
show room air conditioner sales up a towering 
600 percent over the first three months of 1955 


The movement of portable TV sets has been 
merry, but limited mostly to the big metropolitan 
centers, such as Cleveland, Detroit, Pittsburgh, 
Cincinnati. Reception on the pocket-sized sets 
isn t strong enough to make their sale worthwhile 
in areas more than 50 miles away from the nearest 
I'V stations. Still, you'll find dealers in remote 
rural areas with a few portables on hand “just to 
tir up interest in the TV market.” TV other- 
wise 1s moving slowly, with the low and medium 
priced “consolette” types getting most attention. 
Dealers seem reluctant to push color at this time 
because they know that after gulping down the 
big trade-in which many potential customers 
expect, they won’t make any money on the deal 
until they’ve sold the trade-in. And in a slow TV 
market, used units are drug. 

I'he new freezers, according to a Springfield, 
Ohio, dealer are finding “very little consumer 
icceptance.” His belief is substantially backed 
up by dealers throughout the area. A Ferndale, 
Michigan, man says his freezer sales are down 73 
percent from the year-ago period. This chap 
isn't suffering from competitive food plans either. 

Costs just aren't low enough to the average 
ippliance dealer,” he says, “to make special pro 
motions worthwhile.” 


Range sales are barely holding their own with 
last year, and if it was up to the conventional 
types to hold the fort, the walls would be crumb 
ling. Dealers are not happy about conventional 
range movement. Some of them think manufac- 
turers are putting too much emphasis on built-ins 
in the way of gimmicks and attachments while 
there is still a good market for conventional types. 
Small town and rural dealers have this feeling, 
particularly in such areas as southeastern Ohio, 
where gas rates have recently been hiked, opening 
the door to more electrical appliance sales. Utility 
compilations show that in most areas, the sale of 
built-in ranges has doubled, even trebled over the 
same period in 1955, 


Laundry equipment is spotty. A Cleveland 
dealer says the bad weather is pushing his sales of 
automatic washers and dryers up above last year 
by about 10 percent. Another dealer in Toledo, 
where the weather has been just as bad, figures 
his laundry ee is down about 15 percent 
for the first four months of 1956 against those 


of 1955 


The credit picture is not encouraging. The 
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demand for credit hasn’t slackened. Most dealers 
report it’s up. A Springfield, Ohio, dealer says 
most of his customers are “insisting on 36 
months” on major appliances. It's not going 
down well with banks and finance companies, 
who sense a slackening in the business pace as 
summer comes on. 

The big advertising splurge which Westing- 
house is now carrying out may serve to spruce 
up the housewares market at least. Cleveland’s 
electrical league reported that housewares, during 
the first quarter of 1956, were off substantially. 
For example, electric blankets were off two per- 
cent, coffeemakers were off 16 percent, rotisseries 
were off 45 percent. But in the first two weeks 
of May, a few dealers in northern Ohio were 
reporting signs that housewares sales were picking 
up, with mixers and toasters leading the parade. 


Nothing seems to be getting in the way of the 
trend toward built-in kitchens, Without excep- 
tion, dealers in the kitchen business report healthy 
sales increases over last year. Utility company 
studies show that such kitchen specialty items are 
up from 1955. For instance, garbage disposers are 
up 37 percent, while dishwashers are up 22 per- 
cent. They regard these figures as a sign complete 
kitchens will continue their boom in 1956, even 
if the overall appliance market skids a little. 


is 


...in the 
FAR 
WEST | 


By Howard J. Emerson 





In the middle of a sales slump utility 
executives refuse to go back to mer- 
chandising, hear promotional dis- 
counters praised 


HILE almost every section of the Far West 
sweats out an out-of-season recession, news 
of interest to all dealers is being presented here in 
the city of the 24-hour day as executives of the 
utilities comprising the Pacific Coast Electrical 
Association are holding their 39th annual meet 


ing. 


That dealers can count on even more promo- 
tional backing from the utilities in the Far West 
was made clear in what were otherwise engineer 
ing talks outlining the plans for doubling the 
electric generating capacity in this area during the 
next eight years. Population increase alone will 
not create the load, executives stated, it will have 
to be done by nearly doubling the load being 
used in cach home. Yet with this obvious accept 
ance of the idea of many more and _ heavier 
appliances in every home in the Far West, 
none of the top brass in the utilities wants to go 
back into merchandising. And they hold this 
view in spite of heavy pressure from at least two 
top full-line manufacturers. 

. 


“Why should we go back in?,” one utility 


executive told E_ecrrica MERCHANDISING here. 






“We couldn't sell the way we did in "40. We 
couldn’t offer much better terms than the depart 
ment stores and the credit furniture houses, We 
coukin’t get into trade-ins, so where would we 
fit in the refrigerator business? We could never 
have a buying and selling policy flexible enough 
to be competitive with the dealer down the street, 
or with the discount outlets. We don’t have a 
choice anymore. We have to follow the lead of 
the appliance manufacturers and put our promo 
tional money into advertising that creates a desite 
for the apphances, and then rely on someone els¢ 
to handle the merchandising.” 

Is this promotional money of the utilities 
pre-selling prospects to the degree that they go 
on down to the discount house and buy, rather 
than listening to the sales talk of the merchancdis 
ing dealer? ‘To this unpopular question, all utility 
executives interviewed here were adamant in 
contending that utility promotions do not directly 
help the trade diversion outlet, “Because we 
have to stop short of pushing a brand, we leave 
the prospect sold on the idea of the appliance but 
still undecided which brand and which model to 
buy. So the merchandising dealer has the best 
chance with the prospects created by utility adver 
tising.” One utility executive admitted that the 
combination of the utility promotion and a strong 
advertising campaign by a manufacturer services 
such accounts 

And the discounting dealer came to the atten 
tion of the utility brass here in Las Vegas in one 
of the first speeches of the convention In the 
middle of an inspirational talk on ‘‘Selling—A 
Billion Dollar Business,’ Edward R, ‘Taylor, 
assistant to the president of Motorola startled 
most of the utility people with the following 
comments on discount selling 

“... The big volume, fast turnover, hot promo 
tional type of dealer walked right into the gap 
created by the apathetic, lethargic merchants and 
literally walked away with the business. 

“For a while the attitude of these so-called 
legitimate dealers was one of incensed indignance 
(hey were affronted. ‘They wanted us manufac 
turers to boycott the discounters. ‘They even 
sought to legislate them out of business. 


“But what happened? Today the so-called dis- 
counter is looked upon as a blessing in disguise, 
not only by us in the manufacturing business, 
because they give us the volume we need to keep 
our plants running efficiently—but by other retai 
ers as well, as he has showed them the error of 
their ways.” 

Mr. Taylor made it clear that he was referring 
to the promotional <2 sen e-TV store, not to the 
price-cutter that merely waits “for somebody else 
to create the sale and then takes the sale away by 
cutting the price.” 


Most dealers in the Far West expect the cur- 
rent slump to pass by June 1. Primary reason for 
the drop in white goods sales during late April 
and early May was one of the worst sessions of 
“spring” weather in years, Seasonal industry, so 
important to the Far West economy, was shackled 
by snow in the mountains, and continuous ram 
that bogged down transportation in the rural 
areas and put a halt to the spring opening of the 
lumber industry. As this is written, an equally 
unseasonal hot spell is gripping the west coast 
Within a week business in the mountains and the 
rural areas should come up to normal and if the 
present smog in Los Angeles continues the mor 
alert air conditioner dealers will start moving 
stock, 

(Continued on page 24) 
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Simple construction and easy 
accessibility end service headaches 


Top view showing assembly of 
syncro-brain timer, brine tank 
and softener. Timer removed 


by taking out one bolt. 





Softener tank is wrapped in 
vapor barrier made of mineral 
wool that prevents tank sweat. 





FAIRBANKS 


Ew ! Fully Automatic 


What the automatic washer did for appliance 
sales ... the automatic transmission for auto 
sales ... these new, fully automatic F-M water 
softeners can do for your sales and profits 
now and for years to come 


Right: F-M million grain fully automatic softener. 
Family of 4 or 5 can set and forget for a year! Sells 
in same price range as many semi-automatics. 


Left: F-M 250,000 grain fully automatic softener. 
Serves average family from 3 to 4 months without 
adding salt. 


Ten-pound bag of Mor- 
ton salt pellets is included 
free with each sale. Pellets 
are of the purest salt, and 
best for F-M softeners. 
Selling salt pellets adds 
profit for you 
. » » keeps you 
in contact with 
customer who 
may be prospect 
for other prod- 
ucts you sell. 





What Fairbanks-Morse Offers Softener Dealers yyy 


PRODUCTS: 


Finest quality money can buy 

. two sizes—million grain and 
250,000 grain... brine tanks pro- 
tected inside and out by coatings of 
‘*Heresite,’’ best protection known 
against rust... softener tank blan- 
keted with vapor barrier of mineral 
wool to prevent tank sweat... automatic controls are set 
once for time and frequency of regeneration .. . salting— 
depends upon water hardness and size of family; average 
family of 4 or 5 may not have to add salt to the million 
grain softener for 1 year; 250,000 grain softener, depend- 
ing on use frequency, may serve 3 to 4 months without 
resalting . . . cabinet of large model finished in dark green 
enamel and trimmed with brushed aluminum; smaller 
model is finished in beautiful turquoise-blue enamel. 





ir SERVICE: 


These softeners are a dealer's 
dream. Principle of operation — small 

: Zeolite bed frequently regenerated— 
ends forever the headache of a large inventory—just 2 
sizes, 250,000 and 1,000,000 grain capacities. All parts are 
easily accessible. Timer is installed as one unit and re- 
moved same way. Valves, too, are in one, easily removed 
unit. A 5-year warranty covers you and your customers! 


rn i) 
PRICES: 


You can meet competition any- 
. where! Million grain, fully automatic 
\. sells in same price range as many so- 
called “‘automatics’’ which are only disguised semi-auto- 
matics. You can sell the 250,000 grain unit for almost the 
same price you got for a 140,000 grain hand salt unit! 
Quantity discounts allowed. Ample profit margins. 








These 44 Fairbanks-Morse branches and sub-branches give dealers fast service 


Atlanta, Ga. Columbus, O. Grand Island, Neb. Milwaukee, Wis. Salt Lake City, Utah 
Baltimore, Md. Dallas, Tex. Houston, Tex. Minneapolis, Minn. San Francisco, Calif. 
Birmingham, Ala. Davenport, la. Indianapolis, Ind. New Orleans, La. St. Levis, Mo. 
Boston, Mass. Denver, Colo. Jacksonville, Fla. New York, N. Y. ‘ 

St. Paul, Minn. 
Buffalo, N. Y. Des Moines, Ia. Kansas City, Mo. Omaha, Neb. 
Charlotte, N. C. Detroit, Mich. Knoxville, Tenn. Philadelphia, Pa. Seattle, Wash. 
Chicago, Ill. Duluth, Minn. Los Angeles, Calif. Pittsburgh, Pa. Stuttgart, Ark. 
Cincinnati, O. Fair Lawn, N. J. Louisville, Ky. Portland, Ore. Tulsa, Okla. 
Cleveland, O. Fresno, Calif. Memphis, Tenn. Providence, R. I. Washington, D. C. 
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-MORSE 


ADVERTISING: 

If the F-M salesman in your area hasn’t called on you, 
You get 100% advertising back- he will do so soon. If you don’t want to wait until he calls 
ing! National advertising begins in May to get complete information on these softeners, write today 
: in The Saturday Evening Post .. . Sun- to Fairbanks, Morse & Co., Dealer Division, 600 South 
set Magazine... Farm Journal—reaching nearly 10,000,000 Michigan Avenue, Chicago 5, Illinois, Department IT-519. 
homes! Local advertising is still on our successful 50-50 


co-op basis. Selling film—*Soft as a Cloud’’—24 minutes Bm) Fal RBAN KS-MORSE 


of real sell on the advantages of having a softener. For j h } the BEST 
showing at clubs, etc. Direct mail pieces—we have several @ name worth remembering when you want the 











ready for you. Water test kit—inexpensive. Your prospects water systems © GENERATING SETS © MOWERS ©  MAGNETOS 
can test the water they use. PUMPS ©* MOTORS © SCALES © DIESEL LOCOMOTIVES AND ENGINES 


Fairbanks, Morse & Co., Dealer Div., Dept. EM-6 
600 S$. Michigan Ave., Chicago, Ill. 





Mail Gentlemen: We want all the facts about a full F-M dealership _...__.; a 
partial F-M dealership, handling products indicated by our check marks. 
coupon today Powermowers[] Pumps(] Waotersofteners() Standby generators () 
Electric and gas water heaters [) Cellardrainers[) Stock waterers () 
for facts about y 
our name ne 
Fairbanks-Morse Firm name__ one 
: Address - 
dealerships ; 
ies State , a 
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It is national sales power with a big payofl 
at the local level, LIFE reaches 3 out of § 
households in an average community in 
the course of 13 issues.” Many of these 
readers are your customers, They're pr 
sold on LIFE-advertised products Feature 
these brands every week ... you're sure 


to land more sales that way. 


A, 
é 


is the lure that lands sales 


These best-selling brands will be advertised in LIFE in June: 


June 4th 


American Gas Association page, color 

Bendix Washer Dryer — page 

Duo-Therm Water Heaters —'4 page 

Empire Appliances — 70 lines 

Fedders Air Conditioners page 

General Llectric Room Air Conditioners 
page, color 

General Electric Television— spread, color 

Hotpoint Refrigerators — page, color 

Motorola Portable Radios— page, color 

RCA-Whirlpool Air Conditioners——page 

Ronson Shavers— page 

Royal-matic Coffeemakers — %& page 

Vornado Air Conditioners—page 

Westinghouse Lamps — page, color 

Westinghouse I.aundry Equipment 

spread, color 

Westinghouse Ranges—spread, color 

Westinghouse Refrigerators and Freezers 
spread, color 

York Air Conditioning—'Y, page 


Sunbeam Frypans—page, color 


June 18th 
American Gas Association—page, color 
Crosley Home Appliances—page, color 


Electric Companies Advertising Program 


page 


Fedders Air Conditioners— page 
Frigidaire Dishwashers — page, color 
General Electric Dishwashers—spread, 
General Electric Product Service——page 
General Electric Room Air Conditioners 


page, color 


General Electric Skillets—page 

General Electric Washers——page, color 
Hunter Fans—¥4 page 

Maytag Appliances——page, color 
RCA-Whirlpool Air Conditioners—page 
Ronson Shavers—page, color 

Sunbeam Steam Irons —page, color 
Westinghouse Refrigerators and Freezers 


spread, color 


Westinghouse Washers and Dryers 


June 11th 


Culligan Water Softener--'4 page 

Dazey Kitchen Products page 

Frigidaire Refrigerators —spread, color 

General Electric Dishwashers— spread, 

General Electric Room Air Conditioners 
page, color 

Lindsay Water Softener—4 page 

RCA Tubes-—4 page 

Remington Shavers—page, color 

Reo Power Mowers— page 


LIFE LEADS THEM ALL 
in weekly circulation — 5,714,720} 
in weekly readership— 26,450,000} 





page, color 


June 25th 

Bendix Division of Avco—page 

General Electric Ranges—page, color 
General Electric Room Air Conditioners 


page, color 


Hunter Fans—page 
Knapp Monarch Co 
Westinghouse Air Conditioners and 


4 page 


Refrigerator Specialties page 


LIFE 1S TOPS WITH THE TRADE 


By actual count, appliance retailers 
use display material featuring LIFE by 
more than 2 to | over the next leading 
magazine 


Sources: *A Study of the Household Accumulative Audience of Lift 


tian.-Mar. 1956 


as filed with ABC, subject to audit. 34 Study of Four Media, 














TRENDS REGION BY REGION 


a. a 


CANADA 


By M. L. Schwartz 


May recovers some lost April sales al- 
though TV is still weak . . . Automatic 
washers headed up .. . Referral house 


challenges industry 


[ EALERS in both eastern and 

western Canada expect a general 
upswing in appliance and radio sales 
in May, in part due to delayed buying 
in earlier months. At least, early May 
business was generally good and dealers 
ire already noting more customers 
hopping around. Best reports seemed 
to come from the bigger urban centers 
both east and west 

‘May’s going to be a good month 
from the start we've had,” said the 
sales manager of a large appliance out- 
let, confiding that his salesmen are 
finding many customers now shopping 
around only because they delayed 
earlier buying due to cold, wet 
weather in Montreal. 

Other dealers in eastern Canada re- 
ported a similarly optimistic outlook, 
though significantly they were un- 
happy about falling TV sales this year. 
One big Ontario distributor went so 
far as to say that some regions were 
“saturated and replacement business 
isn’t going to help until 57”. West 
erm Canada’s dealers will also feel an 
upward surge because indicators of 
economic activity are pointing upward, 


Signs now point to a sharp upturn 
in automatic washer sales, possibly 
doubling last year’s record business 
gain in some regions, Dealers are find 
ing more interest in such washers and 
this is likely to develop into even big 
ger business, since, as one important 
dealer in Ottawa put it: “You can 
look for an increase in the use of auto 
matic washers as long as the house 
wife has the money and the say.” 

Dealers appear to believe that Ca- 
nadian factories’ shipments last year 
of 35,100 such automatic models in 
contrast to previous year’s 28,800 will 
have to be upped to meet the demand 
before the vear is out 

However, aside from price-cutting 
problems, dealers are finding that they 
now have to use some heavier sales 
pressure to push automatic washers be- 
cause the higher water temperature, 
from 120 to 180 degrees, needed for 
such home laundering machines has 
revealed the lack of colorfastness of 
some clothes. Housewives are whis 
pering about it, but this has been 
passed along to manufacturers who are 
getting the dyers to solve this prob 
lem. On the whole, it’s not proving a 
major problem, judging from sales 


Appliance dealers are now taking a 
long, close look at the challenge posed 
by a furniture dealer's showroom in 
Toronto. This showroom’s backers 
have sent out letters to dealers advis 
ing them: “You may not be aware of 
the fact, but your position in business 
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makes it possible for you to gain large 
additional profits without one cent of 
investment on your part.” They point 
out that many dealers do not carry a 
stock of the merchandise that the 
customer desires to purchase and this 
results in either a long delay or a lost 
sale. Both are unsatisfactory, they em- 
phasize. To meet just this challenge, 
this company set up a dealer's show- 
room where they could bring or send 
along customers who could not be sold 
on the basis of their own inventory 
The showroom carries an unbelievably 
large selection of U.S. and Canadian 
lines backed up by inventory in the 
big warehouse for immediate delivery 

“Last week one of our show room 
salesmen sold an order for $1,263,” 
the company reports. “The dealer's 
profit was $278.90 and yet the dealer 
did not invest one cent of this money 
or time. He merely gave his customer 
a letter of introduction to our show 
room and we completed the entire 
transaction, the selling, delivery, et 

If the dealer comes with the cus 
tomer, the discount is 334%; if he 
just arranges for the customer to come, 
it is 30 percent. All prices quoted are 
retail and strictly competitive 

So far the idea has proven so su 
cessful that many appliance dealers be 
lieve it may lead to a large-scale ex 
pansion of such operations 


New shopping centers are supplant- 
ing, not supplementing, older busi- 
ness sections in some Canadian areas. 
Dealers, facing lease renewal problems, 
are now hesitating to continue opera 
tions in the older retail sections. They 
are even hesitating to modernize or to 
otherwise spend money. 

One top executive of a department 
store which handles a large appliance 
division in Ontario and Quebec said 
bluntly, “We're thinking of chang 
ing our plans to get into shopping 
centers on a bigger scale but we're un 
decided as yet."’ This identical frame 
of mind was reported by a furniture 
dealer operating several stores. 

“Tt can be claimed in theory that 
there is no reason why the new shop 
ping centers shoukd not supplement 
the older business retail districts rather 
than supplant them,” said Ralph I 
Foster, an expert in economics and 
marketing and head of Foster Business 
Services Ltd., Ottawa. “I wish we 
could agree with this, but experience 
would indicate that, generally speak 
ing, in view of the size of the center 
being built and the volume of sak 
required to make these financially su 
cessful, it is much more likely that 
thev are going to cut into the market 
of downtown shopping areas.” End 
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Greater convenience, performance and beauty 


NEW...ALL NEW 
| &) Whinkpoot 


GAS AND ELECTRIC 


BUILT-IN RANGES 





























Get set to get more of the growing market for ‘‘built-ins’’! 
New RCA WHIRLPOOL built-in gas and electric ranges are 
here .. . the first built-in appliances to bear this great 
merchandising name. 


Your prospects will quickly recognize them as the 
greatest value ever in modern, more convenient cooking. 
They save her steps because cooking tops and ovens 
can be put exactly where they are most needed. They 
save her energy because all cooking and automatic 
controls are at easy, ‘“‘stand-up”’ work level tailored to 
her exact height. And, they save space that provides 
extra kitchen storage. 


New RCA WHIRLPOOL built-in ranges come in a choice 
of lustrous finishes . . . satin-finish stainless steel, copper 
tone (electric oven only), or white porcelain enamel... 
to give you the eye-appeal so important in today’s 
buying decision. See your RCA WHIRLPOOL distributor 
now for all the selling facts. 








ELECTRIC RANGE PLUS FEATURES 


7-heat Monotube burners with aluminum drip bowls. 
Convenient signal light shows which burners are in use. 
Automatic clock control of oven and appliance outlet. 
Eye-level oven controls and heat-proof oven window. 
Radiant-type, smokeless oven broiling. 
Approved by Underwriters’ Laboratories. 


GAS RANGE PLUS FEATURES 


Infinite heat burners with click "Simmer’’ setting. 
Radial-type, non-tilt grates hold any size utensil. 
Automatic oven ignition with 100% safety shutoff, 
Waist-high, smokeless drawer broiler. 

Electric clock with 4-hour minute timer. 

A.G.A. approval on all gas units. 


RCA WHIRLPOOL HOME APPLIANCES are products of 


WHIRLPOOL-SEEGER CORPORATION ‘St. Joseph, Michigan 
) WASHERS, DRYERS, IRONERS, FREEZERS, RANGES, AIR CONDITIONERS, DEHUMIDIFIERS 


WHIRLPOOL THAN SELL AGA 


Use of tredemarks t@ and RCA authorized by traodemork owner Radio Corporation of America 
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STROKES STROKES 
PER MINUTE PER MINUTE 





SPEED IT UP! Normal speed action automatically washes cottons, SLOW IT DOWN! A completely separate, fully-automatic slow 
linens and all regular fabrics thoroughly yet gently. Washing speed action slows washing ond spin-drying by 4 to safely wash 
time is selective from | to 14 minutes. today’s new delicate fabrics. 


DIAL -THE-FABRIC 
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THREE SETTINGS FOR REGULAR FABRICS assure safe drying TWO SETTINGS FOR DELICATE FABRICS in the Super-Speed 
temperature. HOT is 195°... MED, 165° .. . WARM, 135°. safely dry all synthetics . . . AIR setting fluffs wool blankets, 
Fabric guide eliminates guesswork. pillows and airs out clothing. 


LAUNDERING 


one more reason it’s easier to sell 


cA) Whinkpoot 


WASHERS AND DRYERS 








With its 2 different speeds and 2 adjustable time cycles, the in the washer 
RCA WHIRLPOOL automatic puts an end to hand laundering of delicate Suds-Miser® saves over half the cost of soap and hot water. 
things .. . and that’s what every woman wants! Just “‘dial-the- + 7 Rinses give the most thorough rinsing known, 
fabric’ and the washing action will fit the fabric to wash everything » Dual Cycle-Tone* signals when washing is completed. 
safely from sheerest negligees to soiled denims. » Three-Level Water Selector saves water on partial loads. 
And, every woman wants faster, safer drying of all fabrics. With * Ultra-Violet Lamp gives clothes fresh-air fragrance. 
the RCA WHIRLPOOL dryer, you “dial-the-fabric’”’ and automatically 


the correct temperature will dry all fabrics . . . from synthetics to in the dryer 

shag rugs . . . safely and much faster! » Fluorescent Light illuminates panel, top and work area, 
There’s a new RCA WHIRLPOOL automatic washer and matching * Ultra-Violet Lamp freshens and sweetens clothing. 

dryer for every prospect, no matter what the budget or need. Get the * Controlled Air Circulation gives safe, tempered heat. 

full story on the complete line from your RCA WHIRLPOOL distributor. * Satin-Smooth Drying Drum won't snag or tear clothes. 

Remember . . . you'll sell more, and so much easier, when you sell * Cycle-Tone* signals when drying is done. 


what every woman wants! F 
d Tmmks. 


RCA WHIRLPOOL HOME APPLIANCES are products of 
WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 
WASHERS, DRYERS, IRONERS, FREEZERS, RANGES, AIR CONDITIONERS, DEHUMIDIFIERS 


JOIN UP...IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 
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TITE-SEAL DOOR compresses multi- FREEZING COILS... Scientifically spaced GLASS FIBER INSULATION, laminated 


ribbed, super-size gasket to lock out warm for uniform “zero-cold” all over. Maximum high-density, type. Keeps freezing temp- 
air seal in cold. Cabinet welded to freezing surfaces at proper freezing erature where it belongs, even if room 
prevent air leaks that affect temperature. temperature assure excellent protection. temperatures may vary as much as 80° * ; 





PEAK FLAVOR — 


one more reason it’s easier to sell 


ec) Whinkp 


FOOD FREEZERS 











5-YEAR WARRANTY 


| 
Each RCA WHIRLPOOL freezer carries | 
@ 5-year worranty on hermetically- 
sealed refrigerating system. 


FOOD SPOILAGE 
WARRANTY 
Here’s another extra sales feature 
for you. Each RCA WHURPOOL freezer 
carries a free 3-year food spoilage 
warranty with coverage up to 


oo of trademarks bg) ond RCA authorized by trademark owner Radio Corporation of America $200.00. 
=— 
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CONVENIENT BASKETS in chest freezers JUICE CAN DISPENSER in uprights serves 2 ROLL-OUT BASKETS give extra con- 

give extra ‘up-at-top”, easy-to-reach one can of juice at a time. In addition, venience. They roll easily and each 

storage. Each basket holds 17 pounds there are 2 package dispensers plus odd- basket holds 58 pounds in Model YV-15 
- : and is easy to lift and move around. package shelf on super storage door. and 74 pounds in Model YV-19. 





PROTECTION 


Your customers want positive protec- 





tion of food flavor . . . not just food 
freezing. So, sell RCA WHIRLPOOL 
freezers ... the freezers that capture 





and hold food flavors at their taste- 
tempting peak of goodness. 

Here’s how it’s done. Food 
temperature is pre-set at the correct 
level. Then, the tite-seal door, 
scientifically-spaced freezing coils 
and glass fiber insulation add a triple 
armor of protection around precious 
foods. This precision engineering 
means flavor, color and nutritional 
value can’t change because food tem- 
perature doesn’t vary more than 2° 
in the RCA WHIRLPOOL freezer. 











f So sell the freezers that ure as safe 
as a bank — that protect the peak 
flavor of all foods — RCA WHIRLPOOL 
freezers. And, it’s your complete line 

5 models, chests and uprights, from 
i 12 to 20 cu. ft. to sell every 
t prospect, regardless of need. 

















ADDITIONAL FEATURES to help you sell EVERY MODEL 


@ Dry cabinet construction ... no dripping moisture, no messy floors. @ Modern stirrup door handle with built-in lock. 

e Sturdy, X-Girder door maintains perfect alignment for positive seal. ¢ Copper and spice interior . . . beautiful and easy to clean. 

@ Interior light when door is open gives extra convenience. @ Chest models have 7 fast-freeze inside surfaces. 

© Quiet, fanless operation eliminates noise and vibration. e Upright models have 4 fast-freeze surfaces including 3 large open 
@ Safety signal light indicates proper freezer operation. grid-type shelves for better air circulation. 


RCA WHIRLPOOL HOME APPLIANCES are products of 


WHIRLPOOL-SEEGER CORPORATION St. Joseph, Michigan 
WASHERS, DRYERS, IRONERS, FREEZERS, RANGES, AIR CONDITIONERS, DEHUMIDIFIERS 
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Electronically 
Purified Air 














i UNLIMITED = 
| Bap ne DEHUMIDIFIES ; 
Air Speeds Ay Automaticalty 300% more effective... removes 


Saag! 


i 3 “A ahs NS a4 Pi o . b . . t . ti 
GEE MEME 9 | airborne impurities as tiny as 
her 4 ay Pe : 
~ DRAFT-FREE ~~~ ~—-BUILT-IN 1/25.000 of an inch! 
— Air Ww, , Automat ’ . 
“ate tna : Thera : . By st ae rae : ; 
ie rc eee Feature RCA WHIRLPOOL Electronic Filter Air Conditioners. They head up a line 
‘ pre’, oO 


that’s got more of everything it takes to put the heat on your air conditioner sales! 
JOIN UP IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT 


Vee of trade-marks O99 and RCA authorised by trade-mark owner, Radio Corporation of America 
WHIRLPOOL-SEEGER CORPORATION °- St. Joseph, Michigan 


WASHERS . DRYERS . 1RONERS . RANGES . FREEZERS . AIR CONDITIONERS . DEHUMIDIFIERS 
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Mort Farr Says... 


Financial Management 
ls the Key to Growth 


NE of the most discussed and most often 
QO brought up dealer problems today is the 
matter of money. Many dealers find their 
redit strained and their growth stifled by lack 
if sufficient capital. However, for a number it is 
not a lack of capital but the lack of understand 
ing of money management. For others, it is obvi 
ous that they do not have sufficient capital to 
perate at their present volume, much less to 
expand. I have seen dealers bring out profit and 
loss statements and asset and liability figures that 
idicate they would make more money working 
for someone else without any investment risk 
An appliance dealer, to be successful, must 
perate at a profit and to accomplish that sound 
financing is an absolute essential 


CREDIT IS MONEY. Finance, simply de 
scribed, is the management of money. If so, 
it then seems to me it must include the man 
igement of your credit, which is, after all, the 
equivalent of money. Finance should also 
include a familiarity with the business scene so 
you can arrange your money and credit har 
moniously with the movement of the busines 
cycle to produce the best results. Money seems 
to be a problem with every appliance dealer, 
for if he had enough he wouldn't be in thi 
business and if he didn’t have any money he 
would not have these business problems. So, 
to be realistic, we have some money, and that 
money and its management are perhaps the 
most difficult problem in our business today 
No other business permits people to own or 
owe so much with so little capital. Mr. Wil 
liam Kelly, president of The First Pennsylvania 
Company, a bank in Philadelphia, said not 
long ago in speaking to a group of electrical 
distributors at their convention that “in my 
judgment a great many small businesses, greatly 
in need of credit, are not worthy of it. They 
ire not good credit risks because they do not 
have the skill, the know-how and the com- 
petence to properly manage their financial 
iffairs.”” This, from a man who was one of 
the first to initiate bank credit for consumer 
financing and floor planning for dealers. 

In support of this we can refer to the surveys 
of business failures by Dun and Bradstreet 
vhich indicate that over 80 percent of such 
failures were traceable to general incompetence, 
unbalanced business experience and lack of skill 
in handling inventory and extending credit. 
This should support the view that the primary 
need of small business is not more credit but 
ither greater skill and know-how to make 
them suitable recipients of the needed credit 


THE WAYS OF INCOMPETENCE. In my 
experience, managerial incompetence shows up 
n the following six way First, inadequate 
iles, and that 1s just another wav of saving 
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not enough income; second, uncontrolled oper 
ating expenses—spending money faster than it 
comes in; third, excessive fixed assets—wherever 
you find a business that has excessive fixed 
assets, you will usually find it has insufficient 
working capital, too much of the business capi 
tal invested in fixed assets; fourth, inventory 
troubles—too much, too little, obsolete, frozen 
inventories; fifth, competitive weakness which 
can be caused by the brands of merchandise 
that the dealer sells, by the prices at which he 
has to sell it, by the terms on which he must 
sell it, by his sales department, and by his 
service department; sixth, receivable troubles, 
usually bad receivables which he shouldn't 
have acquired in the first place or receivables 
for which he has no collection system set up 

I have said before that the average appli 
ince dealer has a sales expectancy of five times 
his net worth and an appliance dealer to make 
iny money has to sell a minimum of $150,000 
worth of goods. This means a net worth of 
it least $30,000. This may not be the case 
where a dealer is doing a volume in excess of 
$500,000 and has good banking connections 
nor will it hold true for the papa and mama 
store of our small communities. Still I have 
found that it will require that kind of capital 
and at least that volume to stay and grow in 
the appliance business. I know that manufac 
turers and distributors, realizing the need of 
selling their products, have gathered into thei 
organizations unqualified dealers and under 
financed dealers. These are the accounts that 
banks are looking into very closely today. While 
some of these dealers may find financial insti 
tutions restricting their credit, the banks will 
probably expand their services to the better 
financed and better qualified dealers, 

This is going to be necessary as we take on 
new appliances and meet the demand for 
volume merchandising 

At every meeting | attend and in talking to 
key dealers I hear about the need for more 
capital in this appliance business. It seems 
obvious when you realize that a few years ago 
we had less than 20 appliances in the electrical 
field and that today there are over 60 and new 
ones are being developed constantly. Many of 
our new products, such as built-ins and resi 
dential air conditioning, will be big ticket items 
that will require additional capital 


BANKS FINANCE, NOT CAPITALIZE. It is 
important for dealers to know what banks 
cannot do for them. For instance, banks can 
not furnish capital for dealers’ businesses. They 
can furnish money to supplement capital and 
money for inventory and floor plan financing 
They can also furnish money to finance retail 
paper In spite of the need to stock more 
merchandise and to handle the expanded mar 
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Mort Farr, Upper Darby, Pa., appliance-TV dealer 







kets which you are asked to cover by your 
manufacturers and distributors, banks cannot 
supply risk capital to our business, 

Banks need confidence, We can only secure 
that confidence by learning to be better busi 
ness men and keep better records, Banks need 
to know how we are progressing. How can 
they know where we are going if we cannot tell 
them where we have been? Banks work and 
live with figures. No dealer can be successful 
without operating figures. ‘Today, most dealers 
do have fairly accurate records of their operat 
ing costs but too few of us have any future 
plans. I have found a number of dealers who, 
m attempting to cut expenses or increase 
volume, are trying to do it too abruptly, | 
have had dealers tell me they were going to 
try and cut 10 percent from operating costs 
This is almost impossible to do suddenly, We 
are now confronted with a situation wher 
one or two percent can make the difference 
between a profit or a loss, so that if we can 
cut just a fraction of a percent in several spots 
we can make a profitable operation out of on 
now showing a loss. Likewise, it is not pos 
sible to increase volume sharply and a 10 
percent sales increase is a big enough goal 


PUT VITAMINS IN YOUR MONEY, When 
ever | travel I note that the air lines have flight 
plans—no pilot would fly without one, Rail 
roads need a time table. Experience has taught 
us now that we need a flight plan or a schedule 
to operate an appliance business safely and 
profitably. This flight plan or schedule that 
is used in business is called a budget. We 
need a sales budget and expense budget which 
should be figured from past operating state 
ments and these things must be carefully 
thought out and planned in advance. We know 
that money is the indispensable element in th 
appliance business. We must see that we have 
enough to go around with the speed of its flow 
making up for whatever is lacking in quantity 
Dealers are finding out that the health of their 
business suffers and growth is retarded because 
of the sluggish flow of money. The clement 
that gives life and growth to business is the 
turnover of the money invested in the business 
Many dealers tell me they need a loan, that 
they do not have enough money to run their 
businesses. What they really need is better 
management of the money they do have. The 
amount of money invested in a business is not 
the answer. It is what we do with the money 


MORT FARR WILL SAY: How to deal with 
your banker and the pros and cons of carrying 
your Own paper 
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Easiest to 
install...Myers 
profitable 
NEW 


Water Softener 








Exclusive new Myers hydraulic 
valve requires no adjustment 
for various water pressures! 





| 


- 


- 


There's no guessing and no costly call-backs when you sell and 
install Myers all-new Water Softeners and Filters. The exclu- 
sive Myers hydraulic valve automatically adjusts the backwash 
and rinse rates regardless of changes in water pressure. 


And here are additional features that help to protect your prof- 
its by insuring that a Myers water conditioner will operate 
efhciently from the first day it's installed... 


@ Simplified regeneration . . . Myers exclusive hydraulically 
operated valves are easy to operate, easy to maintain. 


®@ Guaranteed tanks . 
corrosion, 


fully guaranteed against rust and 


@ Adjustable legs... simple, two-piece legs insure fast, posi- 
tive leveling. 


@ Automatic bypass . . . provides uninterrupted water service 


even during regeneration. 
@ Large top-filling hole .. . easy to add salt without spilling. 


® Good Housekeeping guaranteed .. . a time-tested assurance 
of quality. 


® 
See your Myers | distributor today and ask about 


the sensational Myers softener sales aids 


Myers 


WATER SOFTENERS AND FILTERS 


THE F. &. MYERS & BRO. CO. + 4606 ORANGE ST., ASHLAND, OHIO 
IN CANADA: KITCHENER, ONTARIO 
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ECONOMIC CURRENTS 





Why Appliance Makers Are 
Expanding Facilities 


By the McGraw-Hill Dept. of Economics 5 ; 
aerene manufacturers are planning to spend 5% more this ° 
rs year on new producing facilities than they did in 1955. For 


American business as a whole, the expected increase in spending on 
new plants and equipment is 30%, which would make total capital 
spending in 1956 almost $39-billion 

These stepped-up spending plans, revealed in a recent survey by 
the McGraw-Hill Department of Economics, shape up as good news 
for appliance dealers. They indicate that appliance manufacturers 
are expanding their capacity to produce more efficiently and to make 
appealing new products. They are an indication also of the confidence 
American business has in a strong consumer market for several years 
to come, 

One of the most significant features of the new McGraw-Hill survey 
is the very high level of expenditures already planned for 1957, 1958 
amd 1959. In fact, preliminary spending plans already reported for 
1957 are just about equal to business’ plans for spending this year 
And plans for 1958 and 1959 are almost as high 

I'he fact that advance plans for spending on new plants and equip- 
ment tail off only slightly means there is a very good chance that 
business spending on capital facilities will continue to rise, year by 
year and over the coming three years 
generally tends to boost its spending as plans progress 


Plans Based on Sales Ahead 


I'he high level of capital spending plans is based on the expectation 
of a big growth in sales during the years ahead. Manufacturers covered 
by the McGraw-Hill survey said they expect their sales to rise 7 
this year compared with last year. And they expect sales to mse a 
total of 24% between 1955 and 1959. ‘These sales targets are a clea 
indication of industry’s confidence in a growing economy—both this 
year and, over the coming three years 

Development of new products is one of the key factors in industry’s 

(Continued on page 36) 
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WILL YOU BE CAREFUL CHANGING CHANNELS? YOU JUST 


CLOSED THE GARAGE DOOR.” 
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Look How Much More You Can Offer With 
In Just 30 Inches of Space! 


Your prospects will be sold when you 
show them how this giant-size Rota- 
Grill Rotisserie lets them enjoy out- 





> Here's proof that big things can come in small packages. 
And only Hotpoint gives you so many deluxe features in a 30- 
inch electric range! 

You'll se// more because you offer more with Hotpoint’'s 
new Model RG3. It’s the perfect Electric Range for those 
who want complete automatic cooking convenience and /ull- 
ize advantages in limited kitchen space! 

Take advantage of this 30-inch package of sales dynamite. 
Get the full sales and profit story on the Hotpoint Super-30 
Deluxe Automatic Electric Range from your Hotpoint Dis- 
tributor—today/ 





door style barbecues right in their 


vee 
—" i é 
Cravc™” 


Available in beautiful Hotpoint Colertenes 


in addition to Classic White, Hotpoint offers a choice of Sunburst 
Yellow, Meadow Green, Coral Pink, Seafoam Blue and Wood 


land Brown 


Look th 


hor the finest first | 


RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS 


DISPOSALLS” + WATER HEATERS + FOOD FREEZERS + AIR COMDITIOWERS + CUSTOMLINE 


HOTPOINT CO. (A Division of General Electric Company) $600 West Taylor Street, Chicago 44, illinels 
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YOUR YEAR IS HERE IF YOU’RE TEAMED 
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A STRONG 


Space-Savingest * Money-Makingest 


‘Se o A a, YY 


on Combination 
; \ Xs | 
= WASHER-DRYER 


Traveling fast cross country...sales outrunning Makingest for you, it’s a full-size washer and 
all predictions ... that’s the new Easy Combi- a fuli-size dryer in one cabinet only 27 inches 
nation Washer-Dryer, the greatest home wide. Join the fast-selling bunch that’s traveling 
laundry news in 20 years! this newest Easy way — see your Easy repre- 


Space-Savingest for the housewife, Money- sentative or write — wire amas 

MMACDOUGALL- pace-Savingest for the housewife, Money. sentative os write —wice — pho 
aia EEE «ore. / N.Y 

SOUTHWICK WASHING MACHINE DIVISION OF THE CORP. OF AMERICA, SYRACUSE 1, N. ¥ 


SEATTLE, WASH, Arthur Godfrey sells for Easy every Mon. and Wed. 10:30 a.m. E.D.T.,CBS-T Vand Radio, Every other Fri, on Radio, too! 


UP WITH THE ONLY FULL LINE-LASY ! 
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Economic Currents 
CONTINUED FROM PAGE 32 


plans to increase sales According to 
the McGraw-Hill survey, manufactur- 
ing companies expect 11% of their 
if it's worth the cost of installing... 1959 sales to be in products that the; 
did not make in 1955 
This emphasis on new products 
means that industry is domg mor 
than just expanding capacity to mak« 
the same old things. It is creating 
new sales potential, by the introdu 
tion of new products not on the mat 
ket today 
In the appliance field, this new sale 
potential will benefit the dealer as we I] 
as the manufacturer. Consumer apps 
tites have already been whetted by 
eee it’s worth the cost of a sate \ the new trend toward colored appli 
mees. Armed with more new prod 
ucts, the appliance dealers will be in a 


electrical cord \ better position to meet competition 


for the consumer’s dollars from new 


6) products in other area 


Demonstration of Confidence 


By raising its spending on new 
Belden plants and equipment, business not 
only is demonstrating its confidence 
in a growing economy but also is help 
RANGE CORDS ing the economy grow. For higher 
spending by business means more or 


DRYER CORDS ders for builders and producers of 


——— tal equipment, hence more paid 
M cap! jut] I 
a) (a -{ we mm as the style of out in wages and salaries. This, in 
) & newest 


appl . . , g 
Approved Coe au turn, means more consumer spending 
for service 


i Beld power. 
quality engineered fe For this year, increased business 


the job, Installation is spending will put frosting on personal 
ap - Permanent — income that already is sure to reach 
0 : 
Sty service calls, a new high. And union contract nego 








ee the complete line tiations now under way should add still 
of Corditis-free Home more. Substantial wage hikes will 


Electri ’ 
cal Cords.’ come automatically in the auto, ele 


trical machinery, construction and 
other industries. And with orders run 
ning strong in most lines, employer 
look certain to yield on another big 
round of wage increases 

Not only will consumers have 
more money to spend, but there seems 
little indication that thev will cut 
back on buying on-the-cuff. Install 
ment debt outstanding flattened out 
during the first two months of this 
year—but this was after a full year of 
successive monthly climbs. And the 
reason was not so much a drop in 
new credit extended—which normally 
dips after Christmas buying—as a big 
rise in repayments. Consumers have 
been paying back far more this year 
than thev did in early 1955. But this 


only puts them in shape for another 
round of credit buying 


» sig ' . 
WIREMAKER FOR INDUSTRY rhe signs point, more than ever 
SINCE 1902 to a good year ahead. Consumer in 
cHicaco come, already moving up, will be get 


ting further boosts from wage increases 
Magnet Wire ® Lead and Fixture Wire * Power Supply Cords, Cord Sets and Portable Cord ® Aircraft Wires * Welding Cable and the rise in business spending. And 
Electrical Household Replacement Cords © Electronic Wires © Automotive Replacement Wire and Cable consumers are continuing to relv hea 
ily on installment credit to finance 
purchases of appliance ind other 
durables 
Business spending plans, as_ r 

ported in the McGraw-Hill survey 
point bevond 1956 to more years of 
prosperity for the American econom\ 
And it is important that industry ex 
pects no let-up, even for a year, in the 





























period for which it is now planning 


End 
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In April, seven cities held Good Housekeeping Weeks. Seven 
newspapers published 2 52 ad-packed pages to launch them. 


Knoxville’s and Battle Creek’s enthusiasm for Good Houseke eeping Vhere’s still time to get aboard for the October Good Housekes pit 
Week was duplicated in Milwaukee, Wichita. (Sisideeion. W. Va., Week. Great newspapers like the Houston Chronicle, Dallas 
and in Mansfield and Lorain, Ohio, in April. Detroit’s opening date: ‘Times Herald. San Antonio Light. New Orleans Item. Arkan- 
May 20; Cincinnati's, June 19. Sparked by leading newspapers, sas Democrat, Albany Times-Union, Chattanooga Times. 
merchants stage these sales carnivals of Good Housekeeping guar- Charlotte News, Pittsburgh Sun-Telegraph, Fall River Herald 
inteed products that mean value to consumers, volume to stores! News, Meridian Star and Baltimore News-Post will repeat this 
Memo to Advertisers: Because 3 | 000,000 women* have confidence ereat selling event. 

(,ood Housekeeping guaranteed products, merchants advertise and = Only one magazine can generate this kind of multi-city support. Ask 
display them. Your product can be up front, too, in city after city! us how you can get extra mileage in these markets. 


‘ 5 5 66 . °,)) 
Shes sold when she’s un“ pee ousekeeping guarantees it 





G-E APPLIANCE MOTOR 


Requires less servicing, builds customer confidence 


For 25 years, the motors on appliances you sell have 
remained essentially the same. Minor improvements 
have been made from time to time, but no truly sig 
nificant advance has been made which would lower: 
your servicing expense. Now the General Electric Co., 
builder of more appliance motors than any other man 
ufacturer, announces a new motor designed specifically 
for modern appliances--one which can cut your call 
back expense and help you build the kind of customer 
confidence that means repeat sales! 

On washers, dryers, dishwashers, food waste dis 


posers, and ironers, the new G-E motor performs bet 
ter and lasts longer. Vastly improved insulation and 
ventilation and quieter operation practically assure 
your customers of trouble-free operation for the life 
of the appliance 

This is a big selling point for you. Watch for the 
new G-E motor on the appliances you sell. Tell your 
customers about it, and capitalize on their confidence 
in the G-E monogram. For more information, write 
for Bulletin GEA-6381. General Electric Company, 
Schenectady 5, New York. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 








Mylar* polyester film insulation in the G-E motor 
is eight times stronger than conventional insu 
lation--has 35 times better resistance to moisture 











New bearing system is completely sealed — y« 
customers can forget it! It will run dependabl 
for the life of the appliance -without attention! 


OTOR 


tests like the life tests shov 
new G-E motor lasts longe 


10d Customer relations and repeat bus 


tor performs bet 
1 insulation and 
yractically assure 


ition for the life 


1. Watch for the 


yu sell. Tell your 





1 their confidence 
lormation, write 


ectric Company, 


Hundreds of G-E authorized Small-Motor Serv 
Stations across the country are equipped to make 
repairs if necessary. See listing ir yellow pages 
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In April, seven cities held Good Housekeeping Weeks. Seven 
newspapers published 252 ad-packed pages to launch them. 


Knoxville’s and Battle Creek’s enthusiasm for Good Housekeeping Phere’s still time to get aboard for the October Good Housekeepin 

Week was duplicated in Milwaukee, Wichita, Charleston, W. Va., © Week. Great newspapers like the Houston Chronicle, Dallas 
and in Mansfield and Lorain, Ohio, in April. Detroit's opening date Times Herald, San Antonio Light, New Orleans Item, Arkan- 
May 20; Cineinnati’s, June 19. Sparked by leading newspapers, sas Democrat, Albany Times-Union, Chattanooga Times, 
merchants stage these sales carnivals of Good Housekeeping guar- Charlotte News, Pittsburgh Sun-Telegraph, Fall River Herald 


anteed products that mean value to consumers volume to stores! News. Meridian Star and Baltimore News-Post will re peal this 


Memo to Advertisers: Because 31,000,000 women* have confidence vreat selling event. 
in Good House keeping vuaranteed produ ts. merchants advertise and Only one magazine can generate this kind of multi-cit) support. Ask 


' 
display them. Your product can be up lront, too, in city alter city us how you can get extra mileage in these markets. 
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the first 


ALL NEW 


appliance 
in 20 years 


Sotfnaaic water conditioner 


Here’s real news! 





It’s the completely new and fully automatic Softmagic Water Conditioner, 
Designed for the entire home water system, it’s engineered into a space 

only 36’x24”x18” There are no extra tanks and fixtures, installation is a 
cinch ... and look at all these features 

@ = Every function completely automatic — set it and forget it! 


@ “I! Need Salt” Indicator automatically tells when salt is needed 
(Just twice a year) 


Automatic signal tells when unit is regenerating 


Fiberglass brine tank does away forever with “eaten out” tanks 


Unit fits perfectly into any home laundry scheme 
@ = Finished in gleaming baked enamel and porcelain for lasting beauty 


And — believe it or not — Softmagic has a suggested list price less than half 
ordinary softeners on the market today! 





Find out more about Softmagic right now, It’s sold only through Authorized 
Softmagic Appliance and Plumbing Distributors and Dealers — 
and details are yours for the asking! 





Distributor and Jobber franchises are still open in parts of the United States 
and Canada, For further data — write, wire or phone now to... 


SOFTMAGIC CORPORATION 
609 West Putnam Blivd. 
Whittier, California 


Telephone OXford 3-7741 
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Widest Variety of Quality Built-ins 


Electric Appliances 





Hotpoint'’s Available in beautiful, 


greater decorator-approved 


selection of models 


& 


greater freedom in 


planning your ColWrto nes, 


kitchens Gleaming Stainless Finish, 
and Coppertone 


wok » Hotpoint fot 
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Bi-Level Oven—Super Oven on top 
cooks complete oven meal for 24. Lower 
Thrift Oven is ideal for smaller quantities. 
Rota-Grill rotisserie with carving rack. 
Insulated window. Eye-level controls. 


Four-Unit Surface Cooking Section— 
Super ‘'2600"' Calrod® unit is the world’s 
fastest cooking unit. Rota-Switches pro- 
vide five heats for each unit, lights indicate 


Automatic Oven with Rota-Grili— 
Deluxe model features automatic eye-level 
timing and temperature controls, automatic 
Rota-Grill rotisserie. A standard model 
of same huge size is also available. 


Two-Unit Sections — Choice of 3 models. 
Available with or without deep-well 
cooker and receptacle for plug-in French- 
fryer. All units controlled by remote- 








Refrigerator -Freezers—Special trim 
frames enable you to build in two-door 
model, or any of 5 one-door models. Less 
expensive to buy, install and service than 
other built-ins. 





Automatic Dishwashers — I xclusive 
Spot-Less Dishwashing—two complete 
5-minute washes, both with fresh detergent; 


those operating. 


control, color-lighted pushbuttons. 


two thorough Spot-Less Rinses, with spot- 
preventing super wetting agent in last. 


Pre-sold by Powerful National Magazine and Television 


Advertising, Plus a Strong Local Merchandising Campaign 


Here's the line of appliances you need to take full 
advantage of the big, booming, built-in market! 
Your prospects know and respect the HOTPOINT 
name—they recognize it as the symbol of the 
FINEST ...in quality ...in dependability .. . in 
beauty ... and in exclusive automatic features. 
This tremendous pre-so/d popularity is the result 
of over a half-century of Hotpoint leadership in the 
appliance business. It is stimulated by Hotpoint’s 
constantly aggressive, full-scale advertising cam- 
paigns in leading magazines, and on the ‘Ozzie 
and Harriet’’ network television show ...and is sup- 
ported by a powerful /ocal merchandising program. 


In addition to the widest available variety of 
matching built-in appliances, Hotpoint Custom- 
line offers a choice of 5 exciting new Colortones— 
Coral Pink, Sunburst Yellow, Seafoam Blue, Wood- 
land Brown and Meadow Green—as well as gleam- 
ing stainless finish and luxurious Coppertone. 
These beautiful, consumer-approved finishes give 


you even greater flexibility in planning kitchens | 


to blend with any decor! 


the finest inst 


HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois - 
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RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS - cocina “OD 
DISPOSALLS” + WATER HEATERS + FOOD FREEZERS + AIR CONDITIONERS + CUSTOMLINE 


Have your Hotpoint Distributor give you a// the 


sales-building details on the entire Hotpoint Cus- 


tomline of built-in appliances—today! It’s the 


answer to faster, more profitable kitchen sales! 
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The sale comes easier when they hear this name 





To your prospects, any appliance is a better appliance when they hear it’s made with Fiberglas* Insulation and 
see the Fiberglas label. For Fiberglas is an old friend they've met in hundreds of extra-value products . . . and 
continue to meet every week in the pages of LIFE and a dozen other consumer magazines. Our year-round program 
of national advertising tells your customers how Fiberglas Insulation makes 





good appliances better—and new appliances possible—by muffling sound, saquippeo witn 
controlling heat or cold in every appliance from a toaster to a huge freezer. 
Put this consumer acceptance to work for you—tell about the Fiberglas |: IBF RGLAS 
Insulation during every demonstration . . . and clinch the sale ! Owens-Corning 
Fiberglas Corporation, Dept. 104-F, Toledo |, Ohio. 





INSULATION 





oT.M. (Reg. U.S. Pat. Of.) O-C.F. Corp. 





Speedy 
Sales 
Maker 


Take a minute of your sales talk for 
this brief, simple demonstration of 
the superiority of Fiberglas 
Insulation. lt pays dividends— 
generates real conviction thal may 
help you change a no sale to a sale! 
Write today to the address below 
for your free “selling sample” of 
Fiberglas Insulation, and— 














Sell with the sample: 


Compress the Fiberglas Insulation 
sample between your fingers— 
show how it snaps back. Tell your 
customer that a resilient insulation 
won't ever settle, pack down, 
leave un-insulated hollows. 





Then drive the point home. Slam the 
appliance door a few times. Tell 
your customer how the door will be 
slammed tens of thousands of times 
in the normal life of the appliance, 
making it essential to have a 
non-settling insulation. 





Show the Fiberglas Insulation again. 
Explain how glass fibers—many 
times thinner than a human hair— 
trap millions of dead air spaces... 
more than ordinary insulating 
materials. That's why less Fiberglas 
is needed on the job. . . why an 
appliance can be smaller on the 
outside, bigger on the inside, 

when it's Fiberglas-insulated! 


— Write now for free reprints of 

{ ) Fibergies’ colorful two-page 
LIFE ad on Adequate Wiring— 

part of our tinving national cam- 


paign to promote satisfied customers 
for you .. . boost your sales! 
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writes Mr. Weissinger of 
Weissinger’s store in Kan- 
sas, Ohio... another smail 
town Revco dealer success 
story. 


“‘We bought the first Revco 
freezer in 1946. Since then 
we've sold over 225. That’s 
quite a few freezers when you 
consider our town population 
is only 350. We find our farmer 
and industrial worker custom- 
ers like the large chests. It 
means they can buy food in 
volume and save more money. 
We like the bigger profit and 
the freedom from annoying 
service calls.”’ 


"l expect to sell 100 Revco freezers this year.” 
Those are the words of Joseph Williams 
Wells Hardware in Holyoke, Mass 

“With our big-family customers, Revco big chest freezers 

are just right. They find the 26 ft. size especially economical 

Of course like 

are few, if any, service problems 


manager of 


to sell Revco because there 
And, of course, we like the 


good percentage of profit that goes with each sale.” 


‘ha 


to operate we 


SPECIALISTS IN 


——_ 





=o 
Revco Trend-Setting Products 


ELECTRICAL MERCHANDISING—JUNE, 


REFRIGERATION 





"20 / OF MY STORE PROFIT COMES 
FROM REVCO SALES” 

































REVCO chest freezers are 
selling fast... AND HERE’S WHY: 


| Revco has a complete line of large chest freezers 
in different price ranges. 


Revco can prove the lowest cost per cubic foot, 


Revco can prove (with a startling consumer 
demonstration) the fastest freezing action in the 
industry. 


“Reveo's faster freezing demonstration often literally mokes 
the sale—we expect o 25% sales increase in '56." 
reports M owner of Be 


store 


Revco has the advantages of an all-cluminum 
George Reamer liner with aluminum tubing bended to the liner. 
Michigan 


*Reveo has all the features our customers want 


era Appliance 
Lapeer 
And, with 
freezer for every need 
With 


lower oper 


Revco's complete line, we have a 


Moat of the farmers are sold on the larger cheat freezer 


Revco they can have more storage apace with 


ating cost. The large cheat market has barely been touched 


We predict even greater Reve 


this year 


© profite 


Mail the coupon today. Please send me the facts on 
how to sell freezers at a profit. 


REVCO, INC. 
Deerfield, Michigan 


Please rush the full story on the Reveo large chest freezer 


program. Prove to me without a doubt — that Reveo and 


only Revco has a freezer line | can’t afford to be without 
Nome 


Firm name 








Revco’s ing d ot WwW. T. Fyler, Revco 

District Monager, wsing the convincing Revco conwmer Address 

demonstration proving (1) Revco faster freezing action 

(2) Flaver-Seving food preservation, (3) Lower operating 

costs City State 


1956 
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For greater action on both 


THE CHICAGO TRIBUNE 
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More readers! You reach hundreds of thousands more families than are reached More buyers! When they want information on which to base buying decisions, 

by any other Chicago newspaper when you advertise in the Tribune. You Chicago families turn primarily to the Tribune to get it. They know the 

direct your sales message to the people who account for the bulk of the Tribune brings them by far this market's largest selection of home mer- 

purchases in Chicago appliance stores. chandise offers. . 
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Mere trade impact! A schedule in the Tribune is one of the strongest sales More dealer support! Chicago dealers furnish extra merchandising support for 

3 arguments your factory and distributor salesmen can use with their Chicago 4 your line when they know you advertise it in the Tribune. They know they 


dealers. Many of these retailers use the Tribune exclusively in their own can depend on the Tribune to create more store traffic and to bring in more 
advertising programs pre-sold prospects. 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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sides of the counter... 


— DELIVERS SELLING 
~ POWER NO OTHER 
MEDIUM CAN MATCH! 


CHICAGO’S most powerful sales-building force goes to 
work for you when you build your promotion around the 
Chicago Tribune. No other medium approaches its ability 
to spark action at every level of this huge market. 

Because it moves more merchandise faster, general ad- 
vertisers of appliance store products place more of their 
advertising funds in the Tribune than in all other Chicago 
newspapers combined. 

You get the greatest return from your advertising in 
the Tribune when you base it on a Tribune consumer- 
franchise plan. Let us show you how manufacturers in 
your field have used a Tribune consumer-franchise plan 
successfully. For more sales and a stronger Chicago mar- 
ket position, get the full story from your nearest Tribune 


representative. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

W. H. Hattendorf E. P. Struhsacker W. E. Botes Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St 3460 Wilshire Bivd, 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-86422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Percentage of expenditures of general 
advertisers of housing equipment & sup- 
plies and radio & television sets placed in 
each Chicago newspaper in 1955. 


TRIBUNE NEWS SUN-TIMES AMERICAN 
63.4% 17.3% 11.3% 8.0% 








WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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Cut yourself i eg teeta 
a LA AEY SLANDER SS 
a] you Se WNaue wae~ey’ 


WESTINGHOUSE 
LAUNDROMAT 


with exclusive N ew way 
to wash! 


New Way to Wash applies to all models. No need to change your 
sales story, as you step up your prospect from model to model, 


Atk es . 4 7 
E * 4 Hy ‘tag 
J nes ha iy 
































PROBLEM 
The old-fashioned center post agitator 
washes with a jerk-jerk motion. Clothes 
in the center harsh action zone get rough 








| 
L, Pete. treatment; clothes in the lazy outside 
ier one, OR zone hardly move. 

"as \ ' 

a) 

, has 3 WESTINGHOUSE SOLUTION 
lip ee Westinghouse removed the center post 
he ‘ : fy entirely .. . put smooth agitators on the , 
}f @ @: | 4 inside of the wash basket. As the basket 


revolves, these agitators wash the clothes 
by lifting, turning, flushing through 
sudsy water 50 times a minute. 








* A NEW LOW PRICE — Now anyone, away from clothes, never through them. 
even your most price-minded prospect, can No filter or lint trap to clean — ever. 
own a genuine Westinghouse Laundromat 


—~and enjoy its wonderful exclusivefeatures. * HANDY LOADING DOOR-—Serves as 
* ACTION $0 THOROUGH ix , a shelf for easy loading and unloading 
it uses 2 


freshly laundered clothes. 


the detergent... 10 gallons less water 
per load. * FIVE-YEAR PROTECTION —the drive 
* LIFT-AWAY RINSING — drains water mechanism is guaranteed for five years. 


WATCH WESTINGHOUSE WHERE BIG THINGS ARE HAPPENING FOR YOu! 
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Mary Proctor says: 


These 4 Proctor Controls give 
added sales appeal to 


: 
i 





Intinite Control 


... for an infinite number of heat selections 
” Set the dial at any position for steady, 


even heat at any level, 


Flasher intinite Control 


... for automatic speed cooking 
ae See surface elements zoom to full heat 


in 26 seconds or less with infinite control! 





a — — 


Divided infinite Control Oven Brollier infinite Control 


..» for oven broiler designs with 3000 watt 


... for 2-in-1 heating surfaces input 





¥ Gives two-size heating areas in a single Examine the sales possibilities of oven 
broiler designs with “talking dial’ con- 


venience. 


surface element—inner coil for small pans, 


ee ee eevee Oereeerewesv80rreewreewr 


entire element for big pans. 


All Proctor Controls are 


The right start for a big future Tell your manufacturer how Proctor - fested and eppraved by 


Controls and Talking Dial . Underwriters’ Laboratories. 


. ° features can help you sell more of his \ a 
in electric range sales! ee oe nani S (uy) 
- sw 


} N 
, you FED ao 
p 2 
®O- a * 
TOR on YOU” 


Equipment Division PROCTOR ELECTRIC COMPANY, 3rd Street and Hunting Park Avenue, Philadelphia 40, Pa. 
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BIGGEST SALES 


TELECHRON Electric Memory 


It's a Traffic Builder 





It's a Shopper Stopper 


it's a Sales Closer 


General 


Flactrin Carrier Philco 


TELECHRON 
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in the 
alr conditioning industry 





TIMER? 





TELECHRON Electric Memor y TIMERS are used by 


the manufacturers of these air conditioners. .. . You'll 

A S find there are more sales and more profits for you 
mana Qa rs when you push the air conditioners with the BIG 
GEST SALES PLUS in the air conditioning industry. 


Telechron Timers, Clock and Timer Dept., General 
Electric Co., 236 Homer Ave., Ashland, Mass 


TIMERS make sales easy—automatically 
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OVR JOB SURE 
HAS BEEN A CINCH 
SINCE THE BOSS STARTED 
CARRYING AN ALL G-E 
MOTOR-— EQUIPPED 

















CAN PUT AWAY YOUR 
OIL CAN, BECAUSE THOSE 
G-E FAN MOTORS NEVER 















WAS A PLACE TO LIE 
DOWN AROUND HERE 
WHEN THEY WERE 
CARRYING AIR CON 
DITIONERS WITH 

ORDINARY 

















DEPENDABILITY EVER 
SINCE | WAS your 









FOR THE RUSH - iM GOING 
TO HANG THE “EQUIPPED WITH 
G-E MOTOR” TAG ON THAT 
NEW LINE OF FANS. 

















>, ~~... 


"YEARS AHEAD” DESIGN of G-E motors in PROVEN CUSTOMER PREFERENCE for General PROMPT, LOCAL SERVICE by the G-E Small- 


cludes many saleable features: long-lasting Electric motors means easier sales for you motor Service Station in your area mini 
Mylar* insulation; no reoiling for summer These sales-aid tags on the products you mizes customer inconvenience and your re 
use; all-angle sleeve bearings for vertical or sell will back you up when you say: “We pair expenses. See the “‘yellow pages” of 
horizontal operation arry only the best.” your phone book for his location. 

“DuPont trade-mark for polyester film 


AND ORDER G-E MOTORS FOR REPLACEMENT, TOO! 


GENERAL & ELECTRIC 


FOR FREE FULL-COLOR BULLETIN on the motor featured 
above, send your name on your company letterhead to: SECT. 702-41, GENERAL ELECTRIC CO., SCHENECTADY, N. Y. 
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Fits both casement and regular windows! 
Portable ! 











Takes only 9 inches —half the window 
space of ordinary air conditioners. 





o_o 


potels, 
ves window washing aerate “ 
) _ and institutions! Easily 

sti as well as cooling. 


a 
















It's the world’s most versatile 
room air conditioner...with more 
features per square inch than any 
other room air conditioner ever « 
built anyplace, anytime, anywhere! 











. . “ A — - s 6 
York pioneering and York quality give you built-in profit protection’ 
s 
York built the first commercially successful room air con- With new products and features like these constantly com- 
ditioner ... pioneered the complete hermetic circuit... ing their way, York dealers start ahead and stay ahead! 
introduced the reverse cycle heat pump and Modulation Make your York distributor prove it! York sales so far in 
Control. And now, York brings you the new Snorkel! 1956 are up a whopping 94% over last year! 


For your share in York progress and York profits, mail this coupon today! SiR tig” +: cece anata crema eaina ocean eee ae 


+ RE Cassatt, Manager of Sales EMG ' 

: Commercial Division : 

+ York Corporation, York, Pa. ‘ 

’ | . ‘ 

the G wall ty name ‘ Tell me more about the SNORKEL, and how York will put dollars in my pocket. 

'  Wame ‘ 

© r tin atr conditioning ' 

mn ming ' Company H 

refrigeration ' ’ 

air conditioning - Address : 
1 

THERE ARE MORE YORK-BUILT ROOM AIR CONDITIONERS : City lone State ‘ 

i USE TODAY THAN ANY OTHER MAKEI L.cuemtasevndetdiainadadseansannanaanediisbeadsenmwenell 
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A MESSAGE TO AMERICAN 





INDUSTRY @ 








SECOND OF A SPECIAL SERIES 


THE SHORTAGE OF SCIENTISTS AND ENGINEERS: 


Are We Losing 
the Race with Russia? 


Ture is new confidence in the Kremlin. One 
key reason is expressed in a recent boast of 
Communist Party Secretary Khrushchev: **The 
capitalists always regard our people as 
being backward, but today we have more 
engineers and more supporting engineer- 
ing technical personnel than any capital- 
ist country.” He promised that this lead 
would be widened and that communism would 
be victorious without war. 

This boast cannot be dismissed as communist 
propaganda, Admiral Lewis L. Strauss, chair- 
man of the U. 5. Atomic Energy Commission, 
has warned: “In five years our lead in the 
training of scientists and engineers may be 
wiped out, and in ten years we could be 
hopelessly outstripped. Unless immediate 
steps are taken to correct it, a situation, 





Engineering Graduates in the United States and Russia 


THOUSANDS 1946-1960 
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already dangerous, within less than a dee- 
ade could become disastrous.” 

This second editorial in a series on the short- 
age of scientists and engineers is designed to 
explore as carefully as possible the facts and 
the implications of the new emphasis on techni- 
cal training in the Soviet Union. It draws 
heavily from the authoritative book Soviet Pro- 
fessional Manpower, prepared for the National 
Academy of Sciences and the National Research 
Council by Nicholas DeWitt of the Russian Re- 
search Center of Harvard and released recently 
by the National Science Foundation. 


Trend Is Against Us 


If the Soviet Union already has a lead in 
technical manpower, it is not very great. Both 
the United States and Russia now have around 
a million scientists and engineers. About a third 
of the Russian engineers were trained on in- 
ferior pre-1935 standards. It’s the trend — 
shown in the chart — that is alarming. 

Over the last five years we have turned out 
only 142,000 engineers, compared to an esti- 
mated 216,000 in Russia. In 1955 our output 
was around 23,000 compared to their 63,000. 
Over the next five years our projected output is 
153,000, against at least 400,000 in Russia. 
There will be an additional 150,000 or more 
in the satellites and Red China. 

In Russia, 30° of the college students are in 
engineering, compared to 8% here. Another 
30% or more take degrees in natural sciences. 
Moreover, unlike ourselves, the Russians are 
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ploughing back a large proportion of their 
science graduates into teaching, which implies a 
rapid buildup in the future. 


Quality As Well As Quantity 


It would be foolhardy to assume that these 
new Russian graduates are inferior to ours in 
the quality of their technical training. They 
start out with much more intensive mathemati- 
cal and scientific preparation at the high school 
level. They study harder and longer in college, 
with more laboratory work and more practical 
training. Their courses and textbooks seem to be 
as thorough as ours. Even though the Russian 
graduates may be overspecialized, they get 
results. 

These results have been striking. The Rus- 
sians developed both A-bombs and H-bombs 
faster than we expected, and it’s not certain 
that they had to rely much on espionage. They 
pushed ahead of us for a while in jet fighter 
design, and they showed up with a fleet of long- 
range bombers well ahead of schedule. They 
are crowding us on nuclear power, electronics 
and automation, There are grave fears that they 
have established a lead in the vital field of mili- 
tary rockets. 

The goal of Soviet scientific manpower policy 
includes not only weapon supremacy but also 
leadership of the neutral and uncommitted 
areas of Asia, Africa and the Middle East. The 
Soviet leaders may be bluffing in their offers to 
export capital, but they are preparing to export 
Russian scientific and technical know-how in a 
big way. 


How They Do It 


The Russians are determined to win the race 
for scientific supremacy, and they do not count 
the cost. They pay their scientists and engi- 
neers salaries that seem fantastic when 
compared with other Soviet incomes. 

Senior professors, research scientists and top 
engineers are a major segment of the Russian 
elite. Their incomes are frequently six to ten 
times the average industrial wage. (In the U. S. 
six to ten times the average industrial wage 
would be $25,000 to $40,000 a year.) Housing 
and other privileges are correspondingly lavish. 
While preaching equality, the Soviets use capi- 
































talistic incentives far more boldly than we do. 
Indeed, practicing engineers and scientists have 
been complaining about the exalted status of 
professors and top research people, and salary 
scales are now being adjusted to give greater 
emphasis to practical results. 

The Russians are also generous in their 
aids to education. Tuition has just been made 
free at all levels. Undergraduates receive 200 to 
500 rubles a month and graduate students 800 
rubles (about equal to an industrial wage) to 
cover living expenses. The biggest stipends go 
to science and engineering students. College 
students are deferred from military service, and 
engineers and scientists often enjoy continued 
deferment even after graduation. 

Finally, the Soviet leaders can channel 
engineers and scientists — and all other 
human and material resources — into any 
area they choose. And the areas the Soviet 
leaders choose are predominantly those that con- 
tribute to military or political objectives, rather 
than to a better life for consumers. 


What’s Our Answer? 


We are certainly not going to adopt 
Soviet methods. We do not want scientific 
robots, but free men, able to understand 
and add to our democratic heritage. At 
the same time, our world leadership in 
technology — and perhaps even our sur- 
vival as a nation — will be threatened if we 
allow ourselves to lag far behind Russia 
in the training of scientists and engineers. 
Ways to keep the United States in the race will 
be discussed in a later editorial in this series. 





This is one of a series of editorials prepared by 
the McGraw-Hill Department of Economies to 
help increase public knowledge and under- 
standing of important nationwide develop. 
ments of particular concern to the business 
and professional community served by our 
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groups or individuals to quote or reprint all or 
parts of the text. 
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*,..has been responsible for doubling 


retail volume of many of our dealers” 













says FRANK ATWATER, Manager, Appliance 
Department, Southern Equipment Company, Philco 
Distributors, San Antonio, Texas. 


“Our experience with CommerciaL Crepir has 
been excellent. | personally feel it has been the 
key to the success of our retail dealer opera- 
tion. Our dealers like Commercitat Crepir PLAN 
because it frees their capital, allows them to 
carry a full line, helps them make sales fast. 
Without a doubt, their service has been respon- 
sible for doubling volume of many of our 


dealer yy 


Commercial Credit dealers 
are successful dealers 





Write or call our nearest office for complete 
information on the benefits of Commerctat 
Crepir PLan. Why not do it today? 


EE COMMERCIAL CREDIT CORPORATION 
fo nt A service offered through whsidiaries of Commercial 
, Al Credit Company, Baltimore .. . Capital and Surplus 

( REDITJPLAN over $190,000,000 . . . offices in principal cities of the 
“ ¢ United States and Canada. 
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MERCHANDISING 


What are appliance and radio-tv 
dealers REALLY like? 





Here Is 


A Report On 





YOU 


Are dealers the get-rich-quick opportunists, industry par- 
asites and irresponsible peddlers they've sometimes been 
called? 





Or are they men of substance who raise families, go to 
church, work hard for a moderate return, and participate 
constructively in community affairs? 


Here, for the first time, is a complete and revealing portrait 
of the appliance dealer as person, businessman and citizen 


By Robert W. Armstrong 


A’ some time or another nearly everyone connected with th appliance 
4 and radio-I'V industry decides that the dealer is lawful game and grim) 
ets out to make a pegboard of his hide. Among these harpooners are manu 
tacturers, distributors and perhaps the most grimly determined of all 
consumers 

As a result of the epithets, the criticisms and the after-dinner humor it 
would be straining the limits of tolerance if there wasn’t a lurking suspicion 
in at least a few minds that the appliance dealer drives an ill-gotten Cadilla 
pays himself a luxurious salary, lives in indolent sloth and is, at worst. a parasite 
on the flanks of the economy, a dollar-hungry leech who by his presence 
wrupts the pure and shining nobility of an otherwise faultless industry 

His detractors can now put away their slings and arrow The ippliance 
lealer is none of thes 


Continued on next page 
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Here’s How Dealers 
Stand on Some 


Big Issues 


As far as you know now, how do 
you think you will vote in the com- 
ing 1956 presidential election? 


NUMBER PERCENT 

DEALERS DEALERS 

Democrat 142 28.67, 
Republican 348 70.0 
Split 6 1.2 
Independent | 0.2 
Total dealers , aad 
answering 497 $100.0 


In your private mind do you be- 
lieve that Fair Trade laws... 


NUMBER PERCENT 
DEALERS DEALERS 
. are of more bene- 
fit to the consumer 
‘ aor 
than to the dealer 35 6.2% 


. are of more bene- 
fit to the dealer than 
to the consumer 158 278 


- help both equally 247 43.5 


. don’t do either 





any good 128 3822.5 
Total dealers eS Sia 
answering 568 100.0 


Apart from what you personally 
would like to see happen, do you 
think that Fair Trade laws even- 
tually will . . . 


NUMBER PERCENT 
DEALERS DEALERS 
.be ignored in most 
parts of the country 383 67.1% 


-be more widely 
and effectively ap- 
plied 95 16.6 
-neither gain nor 
decline in import- 
ance and effective- 


ness 93 16.3 
Total dealers PCS ER 
answering 571 100.0 












learlier this year Evecrrica MEercnan- 
DISING set out to discover just what kind of 
a guy the appliance and radio-TV dealer 
really is. A long survey was mailed out to 
2,000 retailers. Over 50 questions asked 
them to reveal the secrets of their private 
lives. Exactly 593—29.7 percent—returned 
completed questionnaires in time for tabula- 
tion, 

The evidence of their replies is that the ap- 
pliance dealer is, after all, just as human as a 
manufacturer or distributor or consumer. As a 
matter of fact, he is a pretty average Ameri 
can. He's 444 years old, has been married for 
ibout 20 years, has at least two children, car- 
ries some life insurance, likes to fish, watch 
IV and travel, goes to church once in a while, 
ind belongs to one or more service clubs. 
What's more, he works longer hours than 
most factory workers, takes home a fairly aver- 
age pay check, and thinks this business offers 
enough fun and challenge for him to go into 
it again if he had to start all over. 

He is, in short, a regular guy. 


The Dealer and His Family 


If there is anything of the ogre about the 
appliance dealer he is at least a family-type 
ogre. The first group of questions, “You 
and Your Family”, revealed that the average 
dealer has managed to stay married for 19.8 
years. Ninety-five percent are currently 
married, 3.4 percent have never been married, 
and only one-tenth of one percent have been 
divorced. ‘The rest are living as widowers or 
with their second wives. 

Most active dealers, according to the sur 
vey, are in their middle years, Only eight 
percent are 30 or less and only 6.4 percent 
are over 60. Exactly 26.9 percent are in the 
31-40 age group; 37.5 are 41 to 50; and 21.2 
percent are 51 to 60. 

Children figure prominently in their home 
lives. Only 12.5 percent have not had any 
children. The other 87.5 percent have an 
average of 2.4 children per family and 1.8 
percent have had more than six offspring 
while 37.8 percent have had two, 24.2 per 
cent have had three, and 25.1 percent have 
had just one, 

Since the average age of dealers’ children 
is 12.6 for boys and 14.2 for girls it’s not 
surprising that only 18.5 percent of the 
respondents now have kids in college. How 
ever, 95.6 percent say they'll send them to 
institutions of higher learning when they get 
old enough—a significantly typical ambition 
for an average American. Although only 20 
percent of the dealers surveyed went to 
college themselves, this is a lot higher than 
the 7.1 percent recorded by the 1950 Census 
for all adult males. The biggest group, 56.7 
percent, holds high school diplomas; 17.5 
percent at least got through the primary 
grades. Very few dealers, 2.9 percent, never 
completed grade school and an equally small 
group holds post-graduate degrees. 

Most appliance retailers may not live in 
mansions, but 89.3 percent of them own 
their own homes as compared with a national 
average for all families of between 55 and 60 
percent. Ten percent rent, 0.5 percent live 
with a relative and a peripatetic 0.2 percent 
occupy trailers. 


JUNE, 


Mobility is just as important to a dealer 
as to any other American. All but 1.7 per- 
cent of the respondents own one or more 
automobiles. Since the national trend is 
toward multiple car ownership it’s not sur- 
prising that 9.9 percent own two cars and 
1.2 have three cars. However, disappointing 
though it may be to after-dinner speakers, 
most dealers do not drive Cadillacs. The 
most widely owned car is Ford, reported by 
15.9 percent, followed by Buick (15 percent), 
Chevrolet (12.7 percent), Oldsmobile (9.6 
percent), Pontiac (6.3 percent), and Ply- 
mouth (6.0 percent). Cadillacs ran a poor 
seventh with 5.8 percent. 

Not only do most dealers forego the luxury 
of a deluxe automobile, but also most of them 
have given some thought to the future secu 
rity of their families through the purchase of 
life insurance. Only one dealer answering 
this question admitted that he had none; 33.4 
percent carry up to $10,000; 39.4 percent 
have $10,001 to $25,000; 17.9 percent have 
$25,001 to $50,000; 7.7 percent have $50,- 
001 to $100,000; and 1.6 percent carry—with 
more or less difficulty—over $100,000. All 
in all, 99.8 percent of the dealers returning 
questionnaires own some life insurance, which 
is more than can be said for entrepreneurs as 
a class. According to Life Insurance Owner 
ship Among American Families, 1954, a pub- 
lication of the Institute of Life Insurance, 
only 89 percent of the general entrepreneur 
group (which includes self-employed business- 
men and artisans; managers, officials and 
proprietors; professional and technical work- 
ers) owns some life insurance. And life in- 
surance ownership among all occupational 
groups is only 80 percent. 

In addition to being security conscious, 
more than half the respondents, 55.1 per- 
cent, have some investment in businesses 
other than their own. 

Despite their life insurance holdings and 
their outside investments, most dealers don’t 
have any staggering amounts of money to 
devote to their personal lives. And, despite 
the boom in business last year, very few of 
them pay themselves imposing sums for 
their managerial efforts. Since some dealers 
occasionally dip into the till to replenish 





One out of five dealers has the advan- 
tage of a college education 
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Despite industry mythology, most appliance dealers do not own Cadillacs 


their personal funds, we didn’t ask them how 
much they pay themselves in salaries, The 
question was phrased to reveal the total 
amounts they took out of the business for 
their own use and by far the largest single 
group, 40.7 percent, takes home less than 
$5,000 a year. The next largest group, 31.8 
percent, takes between $5,000 and $7,499. 
According to the U. S, Department of Com- 
merce the average family income before taxes 
is around $5,000 and 70 percent of the na- 
tion’s families earn more than $3,000. Ac- 
cording to the same source, 41.11 percent 
of all families have incomes of $5,000 and up. 
Almost 60 percent of appliance dealers fall 
into this classification, indicating that they 
are, at least, better off than the average. In 
the income range between $7,500 and $9,999 
are 12.3 percent of the dealers; 9.4 percent 
take home between $10,000 and $14,999; 
4.4 percent take between $15,000 and $24,- 
999; and a few 1.4 percent, are up in the 
economic stratosphere with incomes of $25,- 
000 and over. 

Among all families 2.9 percent have in- 
comes of $15,000 or more. Among appliance 
dealers 5.8 percent are in this range. As 
entrepreneurs, appliance dealers might logi- 
cally be expected to do better than the 
“average.” And indeed they do, but it’s 
still surprising that, after investing their own 
funds and long hours in their own business, 
over 70 percent of them still make less than 
$7,500 a year. Of course, there may be 
marginal compensations. There is, for ex- 
ample, the dealer who stated his income was 
less than $7,500 but under the question on 
car ownership put himself down for three 
vehicles—a Buick, a Pontiac and a Ford. 
How he does it is his secret—at least until it 
becomes a matter for discussion with the 
tax collector, 


Since in any discussion of family living 
today the subject of appliances is inevitable, 
we asked appliance dealers about their own 
family’s ownership of appliances and dis- 
covered that in this respect they far outshine 
the average. We discovered, for example, 
that 82 percent own automatic washers and 
only 15.7 percent have conventional ma- 
chines, for a total of 97.7 percent ownership. 
National saturation for both types together 
is 84.1 percent. Freezers are owned by 56.8 
percent of the dealers as compared with 16.8 





percent of all families. Dishwashers, which 
have achieved a national acceptance of only 
four percent are in the homes of 43.3 percent. 

The same pattern runs through the whole 
appliance list. Electric ranges are owned by 
69.1 percent of the dealers (28.2 percent of 
all families), disposers by 40.5 percent (5.6 
percent nationally), clothes dryers by 62.2 
percent (9.2 percent nationally), television 
by 98.5 percent (76.1 percent nationally), 
air conditioners by 39.8 percent (5.6 percent 
nationally), ironers by 38.8 percent (9.2 per- 
cent nationally). Some figures are not 
statistically comparable with national satura- 
tion. For example, 89.5 percent of dealers 
have 1950 or later refrigerators, 30.7 percent 
own console hi-fi phonographs, 62.4 percent 
have 21-inch TV sets, 12.6 percent have 24 
inch sets, 18.4 percent have 17-inch sets, 5.1 
percent have color sets. 


The Dealer's Outside Life 


In addition to a home and family life the 
appliance dealer, like other Americans, has 
outside activities. According to survey re- 
spondents, 38.8 percent like to fish, 37.1 
percent enjoy TV, 32.3 like to travel, 26.7 go 
hunting, 24.1 percent are no strangers to 
books, 19 percent relax with card games, 17.7 
percent make a hobby of photography, 15.8 
percent get out on the golf courses, 15.6 spend 
some time boating, 15.1 percent like to 
garden, 14.5 percent play or listen to music, 
12.6 percent are swimmers, 10.9 work with 
wood. Other diversions mentioned include 
horseback riding, bowling, flying, amateur 
radio, chess, tennis, and painting, 

Most dealers go to church once in a while 
and only 4.6 percent say they never attend, 
The largest single group, 37 percent, say they 
go every regular church-going day, although 
32.4 percent admit they attend infrequently. 

(Continued on next page) 




















More dealers go fishing than indulge in any other hobby 
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These Are Some Facts Dealers Told Us 
About Themselves and their Business 


What was your gross volume, in- 
cluding any service revenue, in 
1955? 


NUMBER 
DEALERS 


Less than $30,000 95 16.4% 
$30,000 to $50,000 85 14.7 
$50,001 to $60,000 27 4.7 
$60,001 to $75,000 26 4.5 
$75,001 to $100,000 68 11.8 
$100,001 to $200,000 144 249 
$200,001 to $500,000 95 16.4 
Over $500,000 38 6.6 


Total dealers 


answering 578 100.0 


PERCENT 
DEALERS 


How much money did you take 
out of your business in 1955 for 
your own use? 


NUMBER PERCEN' 


DEALERS DEALERS 
Less than $5,000 224 40.7% 
$5,000 to $7,499 175 31.8 
$7,500 to $9,999 68 12.3 


$10,000 to $14,999 a2 9.4 
$15,000 to $24,999 24 4.4 
$25,000 and over 8 1.4 


Total dealers 





551 100.0 


answering 


Do you expect that in the next ten 
years your firm will materially in- 
crease its volume and net profit? 


NUMBER PERCENT 








DEALERS DEALERS 
its volume 
Yes 463 81.8% 
No 103. 18.2 
Total dealers 

answering 566 100.0 
. its net profit 
Yes 389 77.2 
No 1lS 22.8 
Total dealers 

answering 504 100.0 
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Do you sell any of the following 
items as sidelines? 


NUMBER PERCENT 


DEALERS DEALERS 

Power lawn mowers 171 45.4% 
Power tools 115 30.5 
Non-electric house- 

wares 112 29.7 
Furniture 91 24.1 
Paint 77 204 
Hardware 72 19.1 
Plumbing supplies 70 18.6 
Floor coverings (hard 

surfaces) 47 12.5 
Outboard motors 44 11.7 
Floor coverings (soft 

surface) 360 | 93.5 
Cameras 31 8.2 
Typewriters 30 8.0 
Others 119 +31.6 


Total dealers 





377* 100.0* 


* Because of duplication, figures do not add to 
totals shown 


answering 


How many of each of the follow- 
ing items did you sell in 1955? 


AVERAGE NUMBER OF 
UNITS SOLD 


Refrigerators 95 
Washers (conv. & 

auto. ) 115 
Dryers (gas & elec.) 39 
Ranges (elec. ) 44 
Television 191 
Freezers 20 


If you were starting out in busi- 
ness all over again would you still 
go into the appliance and/or ra- 
dio-TV business? 


NUMBER PERCENT 





DEALERS DEALERS 
Yes 337 60.2% 
No 223 439.8 
Total dealers 
answering 560 100.0 





Not quite nine percent go about once a 
month and 17.2 percent are present two or 
three times a month. 

Perhaps as a result of the demands of their 
jobs and the need for personal relaxation 
when they do get time off, only 27.6 percent 
of the 536 dealers answering the question arc 
currently directors or officers of local chari 
table or social work organizations. Among 
these 148 dealers the Boy Scouts rank first 
with 29.8 percent participation. Church 
activities are second with 20.2 percent; 
Community Chest is third with 12.9 per 
cent; YMCA, Red Cross and others add up 
to 42.7 percent. 

Some 517 of the total 593 dealers respond- 
ing belong to one or more organizations or 
service clubs. Here the Chamber of Com 
merce comes first with 32.9 percent claiming 
membership; the Masons are second with 19.9 
percent; the American Legion is third with 
13.5 percent; the Elks are fourth with 11 
percent; the Lions are fifth with 10.4 per- 
cent; Rotary is sixth with 7.4 percent; the 
Knights of Columbus are seventh with 7.2 
percent. Also specifically mentioned were 
the V.F.W. (5.4), Kiwanis (5), Optimists 
(2.3), Moose (1.5), Odd Fellows (1.2). 

Dealers participate to some extent in gov- 
ernment, too. Offices in local, state, county 
or national government have been held by 
12.7 percent. Most common offices have 
been on the City Council, mentioned by 21 
percent, the School Board, 16.1 percent, and 
the Town Board, 11.3 percent. But 8.1 pe: 
cent of the office holders have been or are 
mayors and 3.2 percent have risen as high 
as state senator. 

Politics may or may not bear any relation 
to home entertaining and the consumption 
of alcohol, but 32.7 percent of the respond- 
ents say they entertain frequently and 68.8 
percent admit to a bit of social drinking. In 
an industry with a reputation for an ability 
to consume more than its share, this lst is 
a comforting figure, because according to 
Fortune there are “upwards of 65-million 
normal or social drinkers (in the U.S.) with 
more or less commonplace psyches who drink 
because they like it.” 


The Dealer and Government 


Manufacturers and distributors who have 
had any contact with the retailer's readiness 











87% of dealers belong to one or more 
civic or fraternal organizations 
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Retailers like Ike; 70% will vote for him again this year 


to express his views won’t be surprised by the 
fact that 96.6 percent of the dealers in this 
urvey voted in the last presidential election. 
[rue to their association with capital and 
management, 72 percent of these voted 
Republican. A closely similar group, 75.6 
percent, think that the Eisenhower admin 
istration is doing a good (41.5 percent) or 
excellent (34.1 percent) job. Twenty-one 
percent call the present administration’s 
performance fair and only 3.2 percent come 
right out and call it poor. 

As far as dealers can tell now, they're 
oing to change their votes a little, but not 
significantly, this fall. Where in 1952 only 

percent voted Democratic, 1956 will 
ee a Democratic vote of 28.6 percent and 
the Republicans will drop down to 70 per 
ent, 

A question on the touchy subject of Fair 
l'rade revealed that most dealers still believe 
in it. Slightly more than six percent say 
that Fair Trade laws are of more benefit to 
the consumer than to the dealer; 27.8 percent 
think it’s the other way around; 43.5 percent 
think they help both equally; and only 22.5 
percent don’t think they help either the 
dealer or the consumer. However, while they 
may believe in Fair Trade, most dealers don’t 
think it has much future; 67.1 percent believe 
that laws supporting it will eventually be ig 
nored in most parts of the country. 


The Dealer and His Business 


On the subject of their businesses and 
the operation of them, dealers provided a 
detailed picture. Few, if any, run fly-by-night 
establishments because 55.1 percent have 
been in business for over ten years, 30.5 per- 
ent have been operating for between five and 


in business for less than five years. 

Most of them, too, operate outside of the 
big metropolitan areas, Slightly over 74 
percent have their stores in cities of 100,000 
or less; 9.1 percent are in cities of 100,001 to 
250,000; 5.9 percent are in cities of 250,001 
to 500,000; and 10.8 are in cities of 500,001 
or over, 

By far the largest proportion, 60.2 per- 
cent, pay rent for their stores and an almost 
equal percentage, 60.9 percent, have set thei 





businesses up as sole owner propnetorships 
Just short of 21 percent operate as corpora 
tions and 18.3 percent as partnerships. 

A distributor salesman who has just failed 
to make a sale may occasionally refer to a 
dealer’s store as “that hole in the wall,” but 
only 12 percent of the 574 dealers answering 
the question on floor space have stores of 
less than 1,000 square feet. Stores of from 
1,000 to 1,500 are operated by 16.5 percent, 
1,501 to 2,000 by 15 percent, 2,001 to 3,000 
by 16.5 percent, 3,001 to 4,000 by 12.4 per 
cent, 4,001 to 5,000 by 9.1 percent, 5.001 to 
6,000 by 6.1 percent, 6,001 to 7,000 by 2.3 
percent, and over 7,000 by 10.1 percent. 

All but 9.8 percent of the dealers have 
some employees. The biggest proportion, 
19.6 percent, have five or less, but 23.1 per 
cent employ between six and ten and 10.5 
percent employ 11 to 20 people. ‘The remain 
ing seven percent have more than 20 em 
ployees. 

For a long time it’s been a common rule 
of thumb that half the dealers in the country 
have a volume of less than $50,000 a year. 
According to this survey that figure needs 
some revision, at least for 1955, In that year 
only 31.1 percent of the 578 dealers answer 
ing the question had volumes of $50,000 
or less. Twenty-one percent grossed (includ 
ing service revenue) between $50,001 and 
$75,000, 24.9 percent had a volume in the 
$100,001 to $200,000 range, 16.4 percent 
took in between $200,001 and $500,000, and 
6.6 percent did over $500,000, 

These volumes are not achieved without 
effort and more hours of hard work than 
anyone but a business owner would be will 
ing to contribute. Only 3.6 percent of 591 
dealers work a 35-hour-or-less week; only 2.7 
percent work between 36 and 40 hours; only 
21 percent can get by with 41 to 50 hours. 
‘he biggest group, 45.5 percent, puts in 51 

(Continued on next page) 














ten years, and only 14.4 percent have been 


Nearly half of all dealers have five employees or less 
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Here’s What Dealers See in the Industry's Future 


On the whole, is it your opinion 
that in future years appliance and 
radio-TV retailing will . . . 


NUMBER PERCENT 
DEALERS DEALERS 
-become a_ better 
business 239 41.3% 
.stay about the 
same 208 36.0 
.become a worse 
business 131 22.7 
Total dealers iid tidietililiins 
answering 578 100.0 


Do you think that five years from 
now price-cutting willbe . . . 





NUMBEK PERCENT 
DEALERS DEALERS 
-more widespread 
than today 182. 31.6% 
. just as widespread 
as today 250 43.4 
. less widespread 
than today 144 25.0 
Total dealers aoe 
answering 976 100.0 


For the appliance and radio-TV 
industry generally do you look 
forward to years of .. . 


NUMBEK PERCENT 
DEALERS DEALERS 
.nereasing pros- 
perity 305 = 53.2% 


‘no change in 

prosperity 181 31.6 

.declining prosperity 82 14.3 

Other answers 5 0.9 
Total dealers 


answering 573 100.0 


In your opinion, do you think that 
in the future dealers will carry. . . 





NUMBER PERCENT 
DEALERS DEALERS 

..more lines of 

major appliances 

and TV 67 11.6% 

-about the same 

number of lines 168 §=29.] 

fewer lines of 

major appliances 

and TV 342 59.3 
‘Total dealers 

answering 577 100.0 


Do you feel that the present trend 
to offer fewer and fewer services 
to the consumer in order to sell at 
the lowest possible price will in 
future years... 





NUMBER PERCENT 
DEALERS DEALERS 

. become intensified 122 21.4% 
. Slay about the 
same 223 «39.3 

. reverse itself 223 «39.3 

Total dealers ‘ibid, 
answering 568 100.0 


Do you believe that dealers in gen- 
eral would be better off if the 
number of manufacturers were 
reduced to a few major producers 
in a pattern similar to that of the 
automobile industry? 





NUMBER PERCENT 
DEALERS DEALERS 
Yes 336 §658.0% 
No 237 «8641.4 
Total dealers 
answering 573 100.0 


Do you think that distributors of 
major appliances and radio-TV 
provide to dealers . . . 





NUMBER PERCENT 
DEALERS DEALERS 
..a valuable and es- 
sential service 219 38.5% 
.a valuable but not 
essential service 89 15.6 
.some service 144 25.3 
-no service that 
could not be elimi- 
nated or handled 
other ways 117 20.6 
Total dealers 
answering 569 100.0 


In your opinion will color TV set 
sales reach or exceed one million 
units a yearin... 





NUMBER PERCENT 
DEALERS DEALERS 
. 1956 7 1.6% 
. - 1957 90 20.0 
.. 1958 188 41.9 
. . 1959 138 30.7 
. other 26 5.8 
Total dealers 
answering 449 100.0 


Do you think that all the mergers 
in recent years between major ap- 
pliance manufacturers will even- 
tually tend to make this industry 





NUMBER PERCENT 
DEALERS DEALERS 
.more stable 377 §=66.5% 
.have no effect 117 20.6 
-less stable 73 12.9 
Total dealers 
answering 567 100.0 





to 60 hours and 27.2 percent more have their 
neses to the grindstone for over 60 hours. 
According to the Census on-the-job hours 
for all types of workers averages about 42. 
Even with all this work, 38.4 percent of 
576 dealers responding have wives who pat 
ticipate actively in the business and who are 
putting in an average of 28.1 hours on the 
job. Most of these helpmates keep books 
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(56.2 percent), but the wives of 39.3 per- 
cent are active in selling and in answering the 
telephone (40.6 percent), keeping the store 
orderly (27.4 percent), handling correspond- 
ence (26.5), etc. One dealer’s wife even acts 
as a serviceman. Other relatives also help 
in the store of 30.8 percent of the dealers. 
Sons and sons-in-law are employed by 53.3 
percent of the 179 dealers who are helped 
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by relatives. Brothers and brothers-in-law are 
active for 27.5 percent. 

Past agitation about night-openings doesn’t 
seem to have changed the pattern among 
appliance dealers. Almost 27 percent say flatly 
that their stores are never open as late as 
8:30 pm; an even bigger group, 37.2 percent, 
are open that late just one night a week. 
Only 11.9 percent are open two nights a 
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weck, 3.4 percent three nights, 3.2 percent 
four nights, 7.8 percent, five nights, 7.5 
percent six nights, and 0.4 percent seven 
nights. 

Only 377 dealers checked off those side- 
lines which they carry, but their answers 
show the almost meteoric rise of power 
mowers and tools as appliance dealer mer- 
chandise. Power mowers are handled by 
45.4 percent, power tools by 30.5 percent. 
Non-lectric housewares figure importantly, 
as might be expected, with 29.7 percent, 
while furniture, a traditional sideline, is han- 
dled by 24.1 percent. Paint, another new- 
comer to appliance stocks, is handled by 20.4 
percent and outboard motors, currently in 
1 boom, are sold by 11.7 percent. 

Dealer answers to questions on how many 
of various types of appliances they sold in 
1955 reflect the changing pattern of the in- 
dustry. Television sets are the biggest mover 

an average of 191 sets per dealer. Washing 
machines are second in unit importance with 
115 units. Refrigerators, once the biggest 
item of all, now account for an average of 95 
sales per dealer. Dealers also sold an aver- 
ige of 44 electric ranges, 39 dryers, and 20 
freezers 

Rough as appliance retailing can be, most 
ippliance dealers seem to like it. For example, 
+8.1 percent of 565 respondents picked it 
vith deliberate intent to make it their life's 
work. Only 14.3 percent got into it by acci 
dent and only 9.4 percent because they 
needed a job. Slightly over 17 percent picked 
it because they thought it would lead to 
something better. Of course, earning a liv 
ing is important, but aside from this, the 
thing that appeals most to 49.1 percent of 
the dealers is the challenge the business of- 
fers. Almost 24 percent like best the op 
portunity it gives them to meet people and 
17.4 percent get their biggest kick out of 
its competitive struggle. Almost 14 percent 
say that the best thing about appliance selling 
is the fun of it and 12.7 percent are most 
concerned with the opportunity of passing a 
going business along to their children. 

If they had it all to do over again, 60.2 per 
cent of 560 respondents would still pick the 
ippliance and/or radio-TV business and 52 
percent would be happy to see their sons go 
into it. Presumably, the 48 percent who don’t 
want their sons in it are thinking of the 
headaches, heartaches, brickbats, and hard 
work involved. 

Few dealers have any illusions about the 
imount of respect they have earned by their 
efforts to serve their communities. Only 19.6 
percent are willing to say that operating a 
retail store has made them highly respected 
members of their communities. The biggest 
proportion, 72.0 percent, believe that they 
are at least well thought of and only 7.5 per 
cent would say that they are merely tolerated 


The Dealer and the Industry 


If there is one thing dealers have plenty 
of, it’s confidence. Almost 82 percent believe 
that in the next ten years they will materially 
increase their volume of business and 77.2 
percent believe that the 
happen to net profit. 

rhe same optimism extend 


same thing will 


into their 








Sons and sons-in-law are popular employees among dealers hiring relatives 


thinking about the industry generally. Appli- 
ance and radio-TV retailing, says 41.3 per- 
cent, will become a better business in future 
years. Another big group, 36 percent, thinks 
it will stay about the same and only 22.7 
percent is pessimistic. 

Most dealers, however, don’t allow their 
optimism to impair a realistic appraisal of 
the business. Asked about the future status 
of price-cutting, 31.6 percent think it will 
get worse, 43.4 percent think it will be about 
as widespread as it is now, and 25 percent 
expect to see less of it. 

As for the present trend to offer fewer and 
fewer retail services in order to bring the 
price down, 39.3 percent of 568 respondents 
believe that in future years it will reverse it- 
self, another 39.3 percent think it will con- 
tinue, and 21.4 percent expect to see the 
trend intensified, 

In one way, however, dealers do expect 
more stability in the business. Over 66 per- 
cent believe that all the current mergers be 
tween manufacturers will eventually help 
make for a more stable industry, Only 20.6 
percent see no effect and 12.9 percent expect 
less stability. 

I'he trend toward consolidation is reflected, 
too, in dealers’ answers to a question on the 
number of lines they will be carrying in fu- 
ture years. Almost 60 percent expect that 
they will eventually be carrying fewer lines 
of major appliances and TV than now. 

Most dealers, 58.6 percent, feel that they 
will be better off as the number of manufac 
turers in the field dwindles to a few major 
producers in a pattern similar to the auto- 
mobile industry’s and an almost equal num- 
ber, 58 percent, think that there would be 
more retailing stability (fewer dealers and 
model changeovers, less temptation to cut 
prices) if manufacturers offered full lines. 

Naturally, color television has a place in 
the appliance dealer's future and 33,2 per- 


cent of 554 respondents expect color to 


eventually replace about half the black and 
white sets now in use. Fewer, 23.6 percent, 
see the eventual replacement of nearly all 
b&w sets, while 14.5 percent see about a 
75 percent replacement and a skeptical 28,7 
percent look for a replacement of less than 
half. By 1958, say 41.9 percent of 449 re 
spondents, color T'V sales will reach a mil 
lion units a year. A more optimistic 20 per 
cent predict it for 1957 and a less optimistic 
30.7 percent call 1959 the year, 

After all the recent years of furor over the 
changing pattern of distribution, it seemed 
likely that dealers would welcome an oppor 
tunity to get rid of the wholesaler, Such is 
not the case. Of 569 dealers answering the 
question on fhe value of the distributor, 38.5 
percent say he provides both a valuable and 
essential service; 15.6 percent say his services 
are valuable but not essential; 25.3 percent 
admit he performs some service; and only 
20.6 percent say he offers no service that 
could not be dispensed with 

By and large, appliance retailers don't 
visualize any bleak and profitless future for 
the industry. Only 14.3 percent see ahead of 
them years of declining prosperity, Almost 
32 percent expect that things will at least 
stay as they are——which is pretty good. The 
biggest group, 53.2 percent, look forward 
to years of increasing industry prosperity 
Doubtless they'll be years in which distrib 
utors, manufacturers and consumers continue 
to find sometimes justifiable fault with the 
retailer. Doubtless the sales-meeting evan 
gelists will continue to throw darts into his 
tender skin. Doubtless the representatives of 
manufacturers will continue to accuse him of 
indifference, sloth and cupidity, 

But he'll still be here, working his 60-hour 
week, taking his relatively small return, rais- 
ing his family, driving his Ford, selling his 
average of more than 500 big majors a year 
and, to everyone's surprise but his own, get 
ting a big kick out of doing it End 
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COLOR REFINISHING of used refrigerators adds 10 percent to their resale profit and costs only $10 to $15 at Halle’s Sales & Service, 


Colorado Springs, Colorado. 


COLOR Increases Profits 
n Used Refrigerators 


Adding color refinishing to 
policies of careful trading and 
guaranteed reconditioning has 


increased used _ refrigerator 
profits to an average 38 per- 
cent at Halle’s Sales & Service, 
Colorado Springs 


NTIL two years ago, Halle’s Sales & 

Service, Colorado Springs, Colorado, 
was content to break even on a yearly $10 
$15,000 turnover of reconditioned refrigera- 
tors. Following the 1953 sales period, Simon 
Halle, veteran General Electric full-line 
dealer, was struck by the sharp rise in the 
sale of new appliances in color. A recap of 
model kitchen sales confirmed the idea which 
was growing in his mind—color had firmly 
taken hold in the booming central Colorado 
community, probably more so than in other 


sections of the country. Why, he asked 
himself, wouldn’t it be possible to apply the 
same technique to trade-in merchandising, at 
least on an experimental basis? 

Since then, Halle’s Sales and Service has 
shown a steadily rising volume of recon- 
ditioned refrigerator sales at prices well above 
the average even for the inflated Colorado 
Springs area, where the influx of thousands 
of workers on the forthcoming United States 
\ir Force Academy have generally boomed 
things. 
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During 1955, Halle’s sold eight percent of 
its total volume in reconditioned appliances 
at a wholesale figure of $11,000. Markup in 
all cases ranged from 38 percent to as high 
as 50 percent, subject, of course, to a number 
of normal variables. The larger markups, 
amounting to 50 percent over “blue book,” 
were earned on refrigerators which had been 
refinished in color to closely approach the 
appeal of new appliances in the same brilliant 
hues. 


System Starts with Trading 


The Halle system depends upon five points, 
all of which are considered whenever a 
trade-in comes up in a new refrigerator sale. 
First, the Colorado Springs dealer has care- 
fully trained all of his salesmen to be discrimi- 
nating in making allowances. Halle and his 
salesmen carefully every proffered 
trade-in in the light of its sales appeal and 
value on the used appliance showroom floor 
later on. The retail value must be there be 
fore Halle will accept the trade-in. Significant 
is the fact that through 1955 only half a 
dozen refrigerators were scrapped, while 205 
units moved out, usually within the first week 
after final refinishing. 


assess 


Rebuilding Is Guaranteed 


Step number two is rebuilding. In a sepa 
rate building at the rear for refrigerator, wash- 
ing machines, and other appliance repairs, 
Halle puts the trade-in box in sound con 
dition so that it can be guaranteed for at 
least 90 days and often as long as one year. 
Most boxes are torn down, faulty parts re- 
placed, new wiring and new controls installed 





SOME SALES of colored used refrigerators originate when a housewife 
prospect doesn't like the faded white paint job on a mechanically recon 
ditioned box 
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where necessary. This cost, incidentally, is 
lumped with the overall service cost, a point 
which Halle feels that he can well afford, in- 
asmuch as a seven-man service department, 
which does close to $30,000 a year in service 
operations, actually operates at a cost which 
represents three percent of gross volume. 
Thus, Halle is more than willing to incorpo- 
rate refrigerator and washing machine rebuild- 
ing and repairs into his over-all service ex- 
pense, 

Halle’s policies in the matter of pricing 
his used boxes are, of course, elastic, depend- 
ing upon the individual situation, He makes 
only the standard blue book allowance, and 
prices the box for 35 percent profit after re- 
conditioning costs have been added. Refrig- 
erators done in color—usually a custom job 
to the customer's choice—show a higher profit, 
50 percent or more above the blue book re- 
sale price. In most instances, the cost of 
the color paint job, individually charged to 
Halle’s by the firm’s expert painter, is simply 
added to the reconditioning cost and the 
same markup attached, which, of course, in 
creases the return per sale, since 35 percent 
of the painting cost figure is additional profit, 
There is a sliding scale of commissions for 
salesmen, ranging from 3 to 15 percent, de- 
pending upon the saleability of the refrigera- 
tor and its cost. In general, salesmen earn 
approximately the same commission on re 
conditioned used boxes percentagewise as on 
new ones. Over-all profit on colored boxes 
runs to a figure 10 percent greater than on 
white boxes. 

Point number three is refinishing, which, 
in the case of Halle’s Sales and Service, has 


TO MEET her objections, 
refrigerators and explains 
same colors 


been set up on a novel, but thoroughly prac 
tical basis. Convinced that a bad paint job 
is worse than no paint job at all and that it 
is foolish to expect a smooth, neat finish 
from servicemen who are swamped with other 
operations, Halle got out and shopped for a 
real expert. His plan was to put the refinish. 
ing Operations in the hands of an expert 
spray-gun operator who could be depended 
upon not only to give an old refrigerator a 
factory-like appearance, but also to do a 
spotless job of touching up scratches, dents, 
ind other damage. 


Free-Lance Retinisher 


Repeated efforts got results in the form of 
a free-lance expert who owns a “rolling paint 
shop,” a car stocked with all necessary equip 
ment for any type of refinishing operation. 
Negotiation with this expert proved that 
a financially sound arrangement could be 
worked out. Halle installed a $250 10x9-foot 
paint spray room in the right rear corner of 
his warehouse. A compressed ait supply in 
common with the separate repair building 
makes it possible to hook up a spray gun 
without the usual cost and bother of using 
an air compressor. Here the free-lance painter 
carries out refinishing operations “on call.” 
As rapidly as trade-in refrigerators are re- 
conditioned in the separate shop—where each 
undergoes a 28-hour testing period before be 
ing okayed for the sales floor—the painter is 
called in, Because he gives the outside painter 
a steady volume of work, Halle can count 
upon a workmanlike and eye appealing paint 
job on every reconditioned refrigerator. 
(Continued on page 84) 





dealer Simon Halle shows her new colored 


that she can have an old one in any of the 
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display of more than one or two television 


a ee er 
BEFORE dealer Blake found out about financing he 


and his wife (above) could not afford to maintain a 





AFTER arrangements had been made with a finance company in a distant city Blake was able to build up 
a more than adequate inventory, now sells sets on the installment plan and has increased his annual sales by 
over 400 percent 


Floor-Planning Put Him in the Black 


William Blake of Port Lavaca, Texas, couldn’t build 
any TV volume because he didn’t have enough capital 
for adequate inventory or to carry installment sales. 
Then he found a finance company .. . 


k INANCING T'V sets and appliances is 
a minor problem to the average dealer 
in the average city, for there usually ar 
several finance outfits vying for the privilege 
of taking the dealer's installment paper off 
his hands 

I'he small town dealer is not so fortunat 
as was discovered by William A. Blake, owner 
of Blake Appliance Center. His town, Port 
Lavaca, Texas, showed, in the 1950 censu 
a population of about 5,000. Estimates now 
place it at around 8,000 

Phe concern grew quite naturally out of a 
TV and radio service shop, operated on a 
modest scale When the repair business 
justified it, Blake sought a new location that 
would provide space and the proper site for 
sales as well as service. He found it on the 
town’s main street, about three blocks from 
the center of town 

He immediately invested all the cash he 
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could spare in TV and radio sets, but he 
found that his available money allowed him 
only a few sets at a time—usually two, never 
more than six 

As a consequence, he had to sell mostly 
from catalogs and await delivery and that was 
unsatisfactory Ihe average prospect not 
only wanted to see the TV set he was going 
to buy but also wanted it right now. Blak 
could do little about it, for at the end of 
the customary 30 days he had to pay for 
the sets he had on hand, whether or not 
he had sold them 

“As a consequence,” he says, “we wer 
stymied. We couldn't sell sufficient ‘TV set 
from catalogs, and we couldn't afford to stock 
enough to give the average prospect a fait 
choice.” 

Furthermore, the average customer wanted 
to buy his TV set on some sort of reason 
able installment plan, and only a few sets 
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put out this way tied up all the operating 
capital of the growing concern. 


The Bank Said No 


Blake propositioned the local bank to take 
over his installment paper; but the bank, 
more interested in straight commercial loans 
and new car paper, showed no appreciable 
interest. 

Then he heard about a sizeable finance 
company that was handling the paper of a 
lot of city ‘T'V dealers and he contacted the 
head office. In a few days a representative 
came down and closing a deal was simple and 
Ccasy. 

“The big problem,” says Mrs. Blake, who 
runs the office and handles the books, “was 
finding a concern that was willing to do 
business with small town dealers. After we 
made our arrangements, we learned that there 
ire several such finance companies who like 
small-town business.” 

Although the financing of customer paper 
was a big lift, the second feature of the 
financing program was equally as helpful to 
the growing Blake store. ‘The second feature 
is a floor-planning arrangement whereby the 
finance company pays the Blake suppliers 
when accounts fall due 


Continued on page 88 
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Who Says 
servicemen 


Cant Sell’ 


Contrary to general dealer opin- 
ion, some can — and dealer 
Charles Rolla of Redwood City, 
Calif., proves it with three who 
account for 40% of his volume. 
They’re good at both jobs be- 
cause Rolla has found answers 
to the usual reasons why they 
can’t be 


By Howard J. Emerson 


developed and closed $62,000 of Charles 

Rolla’s 1955 volume of $150,000. That's 
the most important benefit of his program of 
using sales-servicemen in his American Home 
\ppliance Co., Redwood City, Calif. But it’s 
iot the only benefit. 

Rolla depends on his servicemen to such an 
extent that their success or failure means the 
difference between profit or loss to the store. 
hey not only develop and close 40 percent of 
the store’s volume but they also produce many of 
the leads which owner Rolla closes. 

He deliberately set up his operation this way 
for these reasons: 

¢ Although American Home Appliance began 

1 service organization and its greatest sale: 
trength lies in its reputation for servicing what 
ells, service billing in 1955 amounted to only 

9,000. Without the profit that comes from 
h ervicemen’s sales efforts the service depart 
ment would either have to operate at a loss o1 
reduce warranty service. 

¢ Using servicemen to sell enables Rolla to get 
i relatively small but profitable volume of sale: 
to service customers—a volume that several large 
promotional dealers dominating the area would 
otherwise get. 

¢ The daily contacts between servicemen and 
customers compensates for the lack of store 
trafic in Rolla’s E] Camino Real location. This 
pot, away from the downtown shopping district 
ind on a six-lane arterial highway, is not on¢ 


r ke three servicemen pictured on this page 
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an average 


prospect 1 likely to visit without 
trong motivation 

¢ Using servicemen to sell solves for Rolla one 
of the smaller dealer's biggest headaches—the lack 
of trained appliance-T'V salesmen. 


$20 a Week Commission 


The servicemen at American Home Appliance 
Co.—Pete Laur, Mario Maraschin and Pete But 
terworth—are trained, encouraged and paid for 
their part in building the store’s appliance-T'V 
volume. On each sale developed and closed 
by one of these men, he receives a 5 percent com 
mission. For each sale closed by Rolla as the 
result of a lead produced by a serviceman, the 
latter receives a 3 percent commission. During 
1955 this arrangement averaged $20 a week per 
man in commissions above the $100 or more 
that each received as a serviceman. Some wecks, 
commissions for the two more experienced 
servicemen have been close to $50. 

To earn these commissions for themselves, and 
to contribute about $62,000 to the store’: 
gross, Rolla’s service-salesmen use time between 
service calls, during lulls in service work, and in 
the evenings and on week-ends when necessary 
In addition, each is given time on the floor on 
the evening each week that the store remains 
open. When Rolla is out of the store or already 
busy with a customer any of the servicemen in 
the shop pinch hits on the sales floor. 

While the selling strength of Laur, Maraschin 
and Butterworth lies in their technical knowledge 
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of appliances and ‘TV, plus the confidence of the 
customers who appreciate good service, these 
men are not lacking in sound selling knowledge 
and techniques, Although none of the three 
had sales experience ™ aft joining American 
Home Appliance Co., each has had many oppor 
tunities to learn since then. Rolla gives the 
men the opportunity to attend sales training 
meetings, new product showings and service 
meetings held by distributors of Admiral, General 
Electric, Maytag, RCA-Victor, Whirlpool and 
other lines carried by the store, And they partici 
pate in any manufacturer's or distributor's pro 
grams or contests—service-salesman Pete Laur 
won a trip to Las Vegas for his sales of GE 
products, 

Putting his servicemen into a selling capacity 
becomes logical considering Rolla’s background 
In 1945 he opened a small shop in Redwood 
City for the repair of sewing machines and 
vacuum cleaners, He expanded into washing 
machine repair which led to his getting the 
Maytag franchise. With that foundation lh 
expanded slowly to his present operation, Rolla’s 
progress toward a complete operation was based 
on his own work in both sales and service. As 
sales and management duties gradually took 
over his full time he did not relinquish the sales- 
service relationship on which his store was built 

he passed it on to his service staff, enabling 
them to work in the manner analyzed in the 
EvecrricaL Merxcnanpisinc photostory shown 
on the following pages 


How Rolla’s Servicemen Sell ee 
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Who Says Servicemen Can’t Sell? (continued) 


In many ways, servicemen have it all over salesmen in their 
exposure to logical prospects for new appliance-T'V sales. 
Dealer Rolla feels that is the situation with Laur, Maraschin and 
Butterworth. The good serviceman develops a relationship 
with many customers that makes the latter confide their appli 
ance needs, And the confidence customers have in the service 
men makes them listen to and consider recommendations on 
new appliances, 

A big advantage that these service-salesmen have in getting 
good leads is the frankness with which service customers talk 
about their new appliance or TV needs, Many will tell a service 
man what they want, how they're going to use it, and how they're 
going to try to pay for it, when they would hesitate to tell a 
store salesman the same story for fear of being “pressured”’ 
into the sale right away. Some service customers will talk 
about their long range plans for appliances and television long 
before they have even looked at newspaper advertising or made 
any step toward the purchase. 

I'he same frankness of service customers in discussing their 
needs and the same confidence in the service-salesman’s recom- 
mendations makes Rolla’s men successful in getting good lead 
through the four major sources seen here 





Related appliances, like dryer for automatic washer above, can be sug 
gested by service-salesmen, during service call. Often service customer 
leads into subject with questions on arrangement, availability, etc. 


a 





service call. Servicing a Maytag automatic washer he finds customer 


3 Other needs of ao service customer are evident to service-salesmen on 
with old gas range, gives her idea of trade-in on electric 
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Replacement of old appliances. Service-salesmen like Mario Maraschin 
have first chance at prospect for replacement appliances because they 
are there when prospect gets news that old one should not be repaired 





Referrals by service customers to neighbors and friends who are in the 
market for appliances is one way Rolla’s service-salesmen get leads which 
they follow up. Appliance-TV customers are helpful, too 
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With good leads coming from at least four sources during thei 
daily service work, Laur, Maraschin and Butterworth must 
develop a routine of follow up adapted to their type of selling 
Obviously, their selling activity at the time of the service call 
is limited—any pressure toward a sale at that time could kill 
the chances of a sale and easily offend the prospect. 

At the time of getting the lead, Rolla’s men limit themselves 
to answering the questions about new appliances and ‘T'V that 
may come from the service customer and to planting casually the 
idea of a new appliance or a replacement 

Each of these service-salesmen maintains his own index of 
prospects, manages his own sales activity, going after sales during 
lulls in service work, during the evening or on week-ends. The 
only restriction on the selling activity of these men is the rul 
that service work must come first and must not be neglected 

To an extent, these service-salesmen must work on a longer 
range basis than the average salesman. As servicemen they 
may develop hot leads—for a year from now. On an automatic 
washer installation the serviceman may comment on how nice 
1 dryer would go next to it, and later note in his book that the 
customer had said, “I’m going to get a dryer as soon as we pay 
off on the washer.” On a washer repair, he may note on 
his list that the customer will be a good prospect for a new 
washer soon. 

But many leads are for immediate use. During conversation 
on the service call, Rolla’s men can pretty well “qualify” a 
prospect. If she’s hot or lukewarm, a standard routine of fol 


low up procedure takes place. The individual steps in the 


routine are the same whether the follow up takes place within a 
week or over a period of months. How this is done is seen 
here as service-salesman Pete Laur develops and follows through 
on dryer prospects Mr. and Mrs. James S. Paulin 


Lead for dryer is found when Pete Laur finds space reserved in Paulins 
home next to Norge automatic he services. He reaffirms Mrs. Paulin’s 
idea that dryer will be convenient, lets her know his store sells dryers. 





_— 
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EDITORS ARE RIVERMEN 


Just to show that an Electrical Merchandis- 
ing editor out for a story can run into some- 
thing beside copy, take the case of Howard 
Emerson, who photographed and assembled the 
article on these pages during the recent Cali- 
fornia floods. 

To illustrate part of this story he took pic- 
tures one day in the home of Mr. and Mrs 
James S. Paulin. That same night he revisited 
them again—this time with a rowboot. The 
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living room shown here had a stream of muddy 
water flowing through it, with neatly tied and 
beribboned Christmas presents floating from 
room to room. Finally, at 3:30 am, Riverman 
Emerson and other rescuers got the Paoulins 
safely evacuated, then went on to other light 
jobs like sandbagging flood-threatened homes 
and getting food and clothing to hundreds of 
soaked Californians huddling in wet pajamas 
in auditoriums and schools. 

And please note, Editor Emerson also got 
the story. 
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Long range plans to sell dryer to Paulin’s begins with Laur mailing litera 
ture and personal letter prepared by store's secretary. Literature will give 
prospect help in selling husband on need for the appliance 


ef: 


j 
PI 


Follow-up with ‘phone call for evening appointment with Mr, and Mrs 
Paulin is made by Laur. These service-salesmen keep own prospect lists, 
plan their own schedule of selling time 


Evening finds Laur a full-fledged salesman os he describes dryer to 
Paulin family. Service background helps seli woman who wants trouble 
free appliances, husband who wants to know mechanics 






Management Helps With the Tough Ones=> 
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He Closing sales like these from leads developed on service calls brings Laur 
$20 to $50 extra a week above his service salary. With other service 


will follow through on Norge dryer matching Paoulins’ washer, but the 
salesmen he has had manufacturers’ and distributors’ training in demon 


A Demonstration at store is arranged by Laur for Saturday rnorning 
store has GE, Maytag and Whirlpool dryers on floor for other prospects, 


other times stration and closing 





Who Says Servicemen Can't Sell? (continued) 

















New approach can be made ty Rolla on basis of his knowledge of Laur’s : 

: 
work here. Often the obstacle to the sale is that prospect likes basic a - 
information from servicemen, prefers to make sale details with dealer. 
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Problem in closing a good range prospect couses Laur to consult with Second try closes many prospects for another reason. As principal, Rolla 
is more free to consider what competition has offered prospects, to decide 


dealer Rolla, explaining progress so far and obstacles that seem to pre 
vent a closing. Rolla will try for appointment with hesitant couple. whether to meet it, and to what lengths to go in taking a trade-in. 
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Ties. 


bei) Wal Retrrgneatar-Frouae 


Floor time on nights American Home Appliance is open is given 
each service-salesman in turn, This mokes for extra commis 
sions, solves store’s need for personnel during peak traffic hours 


K ory 


Training. Rolla’s servicemen get same training as full time salesmen 


and regular store meetings when distribu 
tor salesmen like GESCO ee Jackson hold briefing se: 


Teamwork is essential to use of 
including distributors’ course 


service-salesmen who work with less 
supervision than average salesman 


Rolla keeps them informed on the 


ion, above discusses new policies and programs 


store's operation 


4 


Know-how of manage 
ment is important factor 
behind use of service 
salesmen, Moving from 
service into sales himself 
Rolla knows how they can 
handle the job, can give 
intelligent direction, And 
they respect his superior 
service knowledge 
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HREE regular appliance salesmen for 
the Hill Electric Co., Wichita, Kansas 
are now selling central air conditioning sys 
tems. At this writing they aren't turning 
them over with the rapidity of room units 
on a hot July day, but they are selling them 
and that fact is what's important. It makes 
Hill Electric one of the first appliance firms 
to successfully invade the central system 
market without a big change in organizational 
makeup. 

“Our sales plan for central air condition 
ing involves only four easy steps that any 
appliance salesman can follow,” explains 
Tony Murillo, sales manager. “Each step 
is designed to accomplish a definite sales 
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A four-step sales plan and an outside installation service make 
it possible for Hill Electric, Wichita, to sell central air condi- 


tioners without technical knowledge or organizational changes 


point As the 


through each step he is automatically work 


salesman leads the prospect 


ing for a suce essful f lose ” 

A very compact display showing the 
Vornado central system with its ductwork, 
thermostats, controls, sample diffuser and 
literature is kept on the floor at all times 
Customers indicating interest in any type of 
iir conditioning are immediately led to thi 
display for the initial sales story 

“We use this display to create customer 
interest and lay the groundwork to get an 
ippointment to visit with the customer in 
his home,” Murillo explains. After going 
over the various details of Vornado’s central 
system at the display, the salesman makes 





CASUAL INTEREST of ao prospect on the sales floor of Hill Electric is 


leveloped into an appointment for a home visit by salesman Robert Swaim 


This Appliance Store Sells 








an appointment to visit the prospect’s home 


so he can “make an accurate estimate of 
the installed cost and tell him how well the 
unit will work in his home.” Murillo ex- 
plains that by arranging home appointments 
the salesman is preparing for the second step 
in his sale~getting both husband and wife 
together in the home where he can com- 
plete the sale. “Our experience shows,” 
states Murillo, “that the husband often drops 
by the store to talk about air conditioning, 
but sales are closed with both husband and 
wife present to finalize the decision. That's 
why we use the display to create interest and 
get our home appointment.” 

When the salesman enters the home, he 
is prepared to give both the husband and 
wife a very thorough and complete sales story 
on central air conditioning. The salesman 
leads both husband and wife to the decision 
to “buy now” by using a Vornado manual 
which dramatically shows the growth of cen- 
tral air conditioning to a modern necessity, 
lets the customer see how the unit is installed 
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IN PROSPECT’S HOME Swaim uses visual 
sales manual to sell idea of air condition 
ing and central system in particular. Then 
with model house he shows how system i: 
look 


installed and work 


home and gives an view of the 


The 


pre cored fac simile 


in the X-ray 


unit 


sales manual even includes a 


of non-metallic ductwork 
that can be folded to shape so the custome: 
installation 


can easily visualize it 


Explanation Made Easy 


: Many appliance dealers have st ived awa’ 


from central air conditioning sales becaus« 
it has been such a complicated thing to ex 
plain to the customer. Our manual puts the 
ilesman in a position where he can easil 
show the 


tem works, how it will look in hi 


ind thoroughly 
how the 


customer exacth 


home and why it is inexpensiv Murillo 
tate 

After taking the customer through the 
iles manual the ilesman then utiliz 
miniature cutaway house to complete step 
three of his plan. The cutaway house let 





the custamer see an actual installation of th« 

ut in an attic with miniature duct run 

He in lift the roof and see the locations of 
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diffusers as they will appear in his home. To 
further facilitate the use of the cutaway house 
there are five basic home plans included 
his lets the salesman pick the one that most 
closely duplicates the customer's for even 
better visualization of the 


“We find,” states 


reach 


installation. 
Murillo, “that most sales 


their ‘time to close’ at this point 


In about eight cases out of ten, customers 


who are taken through this step-by-step sales 


presentation are ready to seriously consider 


installation of a unit in their home 


Premiums Help Close 


In order to stimulate immediate buving 


Hill’s salesmen use premiums such as sets 
of silverware. “Many an old hand in the 
appliance business will remember when a 


little premium got an immediate order from 


i hesitant customer,” Murillo says. ‘Today’ 
customers are no different, often a _ litthk 
extra premium stimulus lets the ilesman 

ith it of the door with a signed order.” 





AFTER INSTALLATION the customers are asked to stage a house party for neighbors. Swaim pays refreshment 
bill, spends about 15 minutes explaining how central system works 


He does not try for sales, just appointments 


Central Air Conditioning 


Hill's, by using the 
installation service 


service of a central 
in Wichita, have a defi 
nite cost price on average installations wher 
major construction changes are not necessary 
to accommodate the unit or ductwork. Their 
salesman takes a look at the attic. It is rela 
tively easy for him to see if any unusual 
structural braces will interfere with the in 
stallation. He’s ready to quote his installed 
price right then, but in order to cover any 
unusual installation problem he may not have 
noticed, he gives the customer the price and 
explains that it is subject to an attic inspec 
tion by the installation service. 

“We use the services of the central in 
stallation company for convenience,” Murillo 
says. “Installation of the unit is actually a 
fairly simple job for a two-man crew. If the 
central installation service were not available 
it would not be much of a problem to set up 
our own crew to handle installations.” 

Murillo explains that inventory problems 
do not enter the 


central air conditioning 


(Continued on page 94 
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OFFICE SCOREBOARD in, Groybar's Tulso 
branch was kept up to date during contest 
period by sales manager Ken Leavitt (left 
ond branch manager Fred Cummings 


Success of this contest for 
employees at the Tulsa 
branch of Graybar makes it 
a good example to distrib- 


utorson.. 


One Way to Keep Dea 


1 RAYBAR Distributing Company of ‘Tulsa 
(| believes that the sales department is not 
the whole company but the whole com- 

pany is the sales department 

“The salesman may get the first order,” sales 
manager Ken Leavitt says, “but the whole com 
pany is responsible for the second order, It takes 
proper handling, expediting and efficient process 
ing of each order to keep a customer.” 

In order to make the entire firm sales con 
scious, Leavitt and branch manager Fred Cum 
mings last fall laid out a two-month program 
called “Operation Perfection,’ 
more sales orders 


a plan to justify 


Dealer Comments Laudatory 


By the time they perfected the plan and 
got it into action, it became a game that not 
only proved effective and resulted in many lauda 
tory comments from dealer-customers, but it also 
was good fun for employees and a wonderful 
morale booster. Typical comments included 

“Orders seem to be delivered much mor 
promptly. Keep it up.” 

“Less errors on both mine and Graybar’s part, 
because sales people requested complete informa 
tion on each item ordered. Thought it was a 
fine campaign, and know that my frm certainly 
benefitted.” 

“Wish you would have more such campaigns. 
l'oo few distributors try to personalize their serv 
ices these days. Thanks.” 

Another customer said the appliance salesman 
who called on him loaded a water heater in the 
back of his station wagon and delivered it after 
normal working hours. “It’s wonderful to do 
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By FRED A. GREENE 


business with people like this,’’ the customer said 
For the employes, the end of the program 
brought the satisfaction of knowing that cus- 
tomers appreciated their efforts—and it also 
brought an enjoyable barbecue and party for all 
employees and their families at which prizes wer 
iwarded the winners in “Operation Perfection 


Teams for Employees 


Ihe rules for “Operation Perfection” wer 
simple: Employees were divided into eight team 
Ihe object was to go through the entire program 
without a demerit, or a minimum of them. Ds 
merits were awarded for “goofs” or acts which 
hardly would keep customers happy or would 
lower the distributor's efficiency 

All was not lost, however, for teams which saw 
the “goofs’” mount up. Gold stars to cancel out 
demerits were awarded if a team did an outstand 
ing piece of work for a custome: 

Essentially, however, Leavitt wanted everyone 
to perform his job as he would like an order 
handled for himself if he were the customer 

Each employee got a copy of the rules, a list 
of the prizes to be awarded at the end of th 
program and a nice long list of “goofs’’ 
know what we would be looking for. In fact, w 
even told them that the judges would be sneaky 
always on the alert to hand out demerits. We 
wanted employees to let judges know of the “goofs” 
pulled by opposing sides, too,” Leavitt said 


SO he d 


Judges Decide Demerits 


Four judges were named to determine issuing 
of demerits and awarding of gold stars. A scor 
card posted in the office and brought up-to-date 
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Operation Perfection « 


program to yustily ali Customer Orders. 
Kaj tee Pt * to #s My %,, ,, 0 








8 oe gag py Total rowed 






lers Happy 


every two weeks told teams how they stood. Each 
judge carried a pad of blue slips with a heavy 
black border trim. Whenever an employee 
“goofed,” one of the “fickle four,” as the judges 
were known, jotted down the offender's name. 
When the judges met each cay, and demerits 
were approved, the “black slip’ was given to the 
offender, advising him of his demerit total for 
the day. 

A brighter looking blue slip also was carried by 
judges and this one happily advised an employee 
when a gold star was awarded—again after the 
judges scrutinized his claims to honors. 

Here’s a few reasons why demerits were given 
and the number assessed for each “goof” 

Parking of car by any employee in customer 
parking lot, 5; not answering telephone promptly, 
2; failure to tell switchboard operator when you 
left the building, 2; littered desk at end of day, | 
display room untidy, 3; salesmen turning in order 
not priced or signed, 3; not sweeping warchouse 
irea dailv, 2; not entering and shipping order day 
received (50 items or less), 3; building grounds un 
tidy, 2; dust on desks, venetian blinds and fans 
2; failure to assemble “will call’’ orders prior to 
pickup, 5; transferring telephone calls needlessly, 
+; keeping customer waiting on telephone too 
long, 3; errors in pricing, 3; not entering or ship 
ping orders (51 items or more) within two days, 3 
material stacked in aisles, 4; and general—left to 
the discretion of the “fickle four,” 2 

“Tt turned out that “Operation Perfection” was 
fun, but most of all,” Leavitt exulted, “we made 
our customers happy. It’s paying off with second 
sales and a noticeable increase in our whole organi 
zation’s efficiency in saved time and money.” 


1956—ELECTRICAL MERCHANDISING 













Good Jobs Were Rewarded 


PERSONAL DELIVERY at 
the end of the working 
day for a customer who 
needed items in a hurry 
got this employee a gold 

* P star, helped his team in 
contest 





SPECIAL SERVICE for 
customers was encouraged 
by contest. The branch 
didn't have the item this 
customer wanted, but the 
salesman got on the 
‘phone and found one, 





AT CONTEST’S END the team with the fewest demerits was feted at a gathering 


that included wives and each individual was awarded an appliance prize 


"Goofs" Were Penalized 





<r suse 
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PARKING in the custo 


mers’ parking lot was an 


eee 


> offense punishable with ‘ ' (sey. 
demerits and four judges » iii. ee 
ohm 
like Leavitt were alert for ee ta ee 














Ls 


infractions 





(OAMUREERS ones 
Toe ere ‘ 


a 








DELAYS in getting out 

rders to customers cost 
contestants three demerits 
Orders of 50 items or less 
had to go out the day 
received 












EACH DAY offenders received their black-bordered demerit slips from judge: 


However, demerits could be negated by actions considered worthy of gold stars 


End 
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$O SIMPLE a problem as how to take 
the innards out cf a range for cleaning 
used to require a serviceman’s visit. Now 
Mrs. Ruth Craig (left) saves the com 
pany’s money and builds customer good 
will by handling such problems 


Instead of hiring another serviceman, Downing’s Appliances of Denver, Colo., engaged Mrs. Ruth 


Craig. 


NTIL seven months ago 
| Downing’s Appliances, 33-year 

old appliance dealership in 
Denver, Colorado, was averaging be 
md 50 “nuisance calls” in 
the service department per month, 
Nuisance calls, so titled because they 
are simple adjustments or changes 
the housewife could handle 


tween 35 


W“ hic h 


herself if she understood the appli 
ance, cost the Denver dealership any 
where from $2.50 to $5.00 in service 
man’s pay, mileage, plus lost motion 
ind wasted time 

1 type of call with which 


“This is 


PAGE 76 


every dealer has to cope if he is at 
all interested in keeping good will”, 
says Wolf Lansing, Downing’s sales 
manager. “The housewife who finds 
that she can’t turn on the oven of 
her range and calls in for a service 
man to come and start it up can get 
angry as a customer with a 
more legitimate complaint such as a 
which freeze or a 
jammed automatic washer. Whether 
it is a time wasting nuisance or not, 


just as 


refrigerator won t 


we've got to respond to every such 
call or let ippliance 
step over to somebody 


oul customers 


else’s counter 


During the summer of 1955, nui 
sance calls were piling up so rapidly 
they were taking a considerable slice 
out of the department's efficiency 
Our five-man outside appliance crew 
could be counted upon to spin its 
wheels uselessly during part of every 
day, answering calls which should have 
never developed at all. When these 
got to the point that we could see 
the need of hiring another man, we 


felt that the time had come to do 
something about the situation.” 

That “something” is Mrs. Ruth 
Craig, Downing’s personable home 
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Now she takes care of nuisance calls and is building sales and good will besides 


economist, who, in the space of seven 
months, has not only cut nuisance 
calls down to one or two a week, but 
at the same time has built the Denver 
appliance dealer’s good will to an all 
time high. She has been responsible 
for at least 41 major sales in six 
months, and has taken up slack in 
the sales department so effectively 
that each of Downing’s Appliances 
five specialty men shared substantial 
earings increases in 1955 directly 

traceable to Mrs. Craig’s efforts. 
In the 33 years of Downing’s appli 
ince retailing, the big Denver appli 
Continued on page 98 
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MANY NUISANCE calls are now avoided because Mrs Craig 
keeps tabs on all deliveries and makes an appointment for a 
home demonstration soon after the appliance has arrived at 
the customer's home 





TYPICAL of the type of call Mrs. Craig makes was this one on the 
recent purchaser of a washer-dryer, The new owner complained it 
took too long to dry. Mrs. Craig's diagnosis: overloading——tactfully 
explained 


OT; Appliances 
are Demonstrated 


UM Your Home by: 





Ny CRAIG 


DOWNING S 
home Cconomist 


ON EACH CALL Mrs. Craig sits down with the customer and gets her written 
inswers to questions on why she bought from Downing’s, what other appli 
meces she needs, etc 





STORE merchandises Mrs. Craig's services with signs 
ike this. Her presence on floor is often important 


factor in helping to close sales ee 
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Enjoy real iced coffeetime ... buy a 


UNIVERSAL 


a | | fa 
| M — 


and get this beautiful 


SUNBRELLA SET 
for only §O2z. 


Fair Traded retail value $21.95 


Relax and enjoy a cooling glass of real iced coffee 
from America’s Finest Coffeemaker, automatically 
made to the strength you like best. And as a special 
offer, when you buy any model of the new Universal 
Coffeematic, you can get this big colorful “Sun- 
brella’”’ and table set for less than half its usual price. 
See them at your Universal dealer's now! 
Universal Coffeematics priced from $24.95 


Ten-cup model shown, in chrome $29.95, 
in copper $32.95 








Backed by two smashing 4-color spreads! 





SENSATIONAL SUMMERTIME SPECIAL 
It’s a UNIVERSAL Exclusive! 


( At | n vera o oO over ( et eT I ere 


rea wong Il be no slack in your summer 


rgain value like this. Never be- 
set - a big. colorful outdoor um- 
‘em knockin’ at your door. Imagine! 
for less than half the price! With the table, 
ntertaining. or it can double as a beach 


u ca n't be i a . wy ll never beat it on pr ice 
ou at it on app al and th i 

j - . 

It s the bigge st sale S-ge tte r value that’s ever bee n offe re d 


See Your Distributor Today 


JUNE, 


very Coffeematic purchaser a ba 
wea apescre Universal's sensational “Sunbrella” 
oH . ee 

; Pe sone at this giveaway price will have 
A $21.95 Sunbrella and wrought iron table 
it's perfect for today’s trend to outdoor e 
umbrella used alone! 
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presents the Coffiesta Promotion! 











NEVER OrrereD Baerore! 
ged “Sunbrella” in 





his new, big, fring 

poo and white, wer 
ht iron legs 

door waa or use as a beach umbrella. 


ouSoue $12 


n the certificate you re- 


hen you send | 
ave sith your Universal Coffeematic 












¥ 
oe nd 










JULY ISSUE OF HOLIDAY on sale June 19 


AUGUST 7 ISSUE OF LOOK on sale July 24 
PLUS 2 big newspaper ads in 34 markets July 11 and August 8 


cet a FREE 


SUNBRELLA DISPLAY! 


Dress up your store with one of these colorful $21.95 
Sunbrella sets. It will make a display that will have cus- 
tomers flocking to your housewares section. It's equipped 
with a full color LOOK display card of the spread shown 
above. Put a Coffeematic, an ice bucket and some glasses 
on the table for a stopper that'll sell them all! And it’s 
yours FREE. See your Universal distributor for the details. 





NOTHING EXTRA TO STOCK! 


You don’t have to stock these Sunbrella 
sets— your customer does it all. There’s a 
certificate packed in every Coffeematic. If 
your customer wants the Sunbrella set, 
she sends certificate with her check for 
$9.95 and it will be sent direct post paid. 
It’s as simple as that! 





Everything points to the 


BIG YEAR! LANDERS, FRARY & CLARK « NEW BRITAIN, CONN. 
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TV PROSPECTS ot Bernie Goldberg's Oaklawn Home Appliances are invited into the privacy of a 
mezzanine TV salon where they can enjoy a leisurely demonstration in comfort 








ROTATING window display is the only ground floor 
evidence of TV sets which is maintained in store. 


$80,000 in TV with a Soft Sell 


Bernie Goldberg of Oaklawn Home Appliances in Dallas, Texas, is in no hurry to 


sellTV. There’s no competitive frenzy. Even the ads are low pressure and don’t 


always mention the price. But he makes a good profit on his $80,000 volume 


Bernie brings you the most beautiful picture in TV ; 


STINGHOUSE TV 


17” SPACE SAVER 149" 








How, tpese-teving 17" Bemetion © Home & 


| A oe 
Mermaras wit Mone b Gerdes 8 caters 
tb epey Nees ond othe Meme hernuhnge 
A caleeted by wading ~tere davercte 
Men net ag corte! Nanng, 
o —- oe" 










(Weeeh where yay wont + 9 mart eter dy 

pete cert eee et ee ee 
ers aehy onl! Ose cere ee 

weed Oe pee ee ae ee 

tee eee fe eee ee 5 fe pete cot 





24” Bik PICTURE 249° 


feet meqeptetere pater, OF latte mete © fem 
Pree ceteneh te Oe wre vm med Se poy bo 
0 et 0 de ee feet ened tee te, 
ot tee Hert foe Ane enehatie © 
een © Mentor bam ome 





Gene © ont pet oe ety 
est eed fren woe 
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EVEN THE ADS thot Goldberg himself calls ‘pro 
motional’ are low pressure. There is no mention 


of trade-ins, discounts or premiums 


80 





ERNIE GOLDBERG, owner of Oak 
lawn Home appliances in Dallas, sells 
television sets at a profit 

But you don’t make a good profit,” he 
says, “unless the customer buys your met 
chandise. And the customer won't buy from 
you unless you create good will and show 
him every consideration, comfort and reason 
why he should have the product you sell.” 

Goldberg has been in business for over 10 
years at 4213 Oak Lawn, Dallas. His com 
bined television and appliance volume runs 
close to $850,000 a year. TV accounts for 
about $80,000, a small but extremely profit 
able volume. He achieves his success in sev 
eral ways: 

1. He has a television salon on the mezza 
nine of his store that is set apart from the 
appliance department to assure a customer 
complete privacy in shopping. In the salon’s 
two years’ operation, sales have increased 
nearly 20 percent. 

2. He uses inviting window displays to at 
tract customers to the varicty of sets he han 
dles, eight in number—Westinghouse, Cape 
hart, Emerson, Zenith, General Electric, 
RCA, Crosley, and DuMont 

3. He advertises 


pers but not always in a promotional way 


considerably in newspa 


Low-pressure advertising plays a big role in 


hii rogram 


JUNE, 


4+. He improves customer relations through 
a yearly Christmas party to thank old cus- 
tomers for their business, open houses and 
contributions to clubs and charities to create 
good will. 


Divan, Comfortable Chairs 


Oaklawn’s TV salon is not just a room full 
of sets. It is designed for customer comfort 
\ divan and several chairs are in the middle 
of the room so customers can relax and havc 
a feeling they are viewing in their own living 
rooms. A coffee table in front of the divan 
and a floor ash tray standing alongside th« 
divan add to this feeling. On the table ar 
several magazines so that in the event a cus 
tomer has to wait a few moments, she can 
pass the time reading. Magazines published 
by TV manufacturers are included in the lot 
in the event they want to look over model 
not on the floor. 

rhe secluded salon serves another purpos: 
It eliminates noise and conversation of other 
customers and salesmen who may be looking 
it white goods. Too often, Goldberg 1 
marked, sales are killed when the TV cu 
tomer can’t fully appreciate a set's sound or 
picture because of distractions. 

Rather than just stack a bunch of sets | 
front of his window, Goldberg employ 


Continued on page 10¢ 
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‘J ee We i nen E 
> | sESTINGHOUSE 
- RE 6 yi ‘ 


Ze WESTINGHOUSE 


brings you a spectacular 
CONSUMER OFFER 
at FULL PROFIT... 
plus 100% Factory-Paid 
Local Advertising! 






















wy ial | 

| 

| 

YOUR CUSTOMERS GET i 
THIS BIG VALUE: 


Regular Price 
$21.95 


Less Trade-in 
Allowance 


$5.00 


with old Toaster, 
ONLY 












Tie-in without kicking in on this amazing 6-Toaster Deal 


‘16 | Advertise the Toaster Trade-in 
soca at Westinghouse expense’ 


BY ALL-OUT 














NATIONAL Get One Certificate for va 
ADVERTISING «nm 265 DOLLARS wane PJ 
i *25° 
In LIFE worth of 











ag * 

: 100% FACTORY-PAID LOCAL 

» OnWESTINGHOUSE 

| «eTypIo ONE” NEWSPAPER OR TV ADVERTISING! 





With each 6 Westinghouse Toasters plus each $100 worth of other Westinghouse Electric Housewares 
Me | purchased at your regular cost! The more deals you buy . . . the more Certificates you get . . . the more 


100%-paid advertising you can run! 


HURRY! HURRY! OFFER LIMITED! TIME IS SHORT! CALL YOUR DISTRIBUTOR TODAY! 


WATCH W VESTINGHC OUSE WHERE BIG THINGS ARE HAPPENING FOR YOU! 
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NOTHING BUT 
PORCELAIN 


WIPES NEW...ALWAYS 


Protect Profits! | | 


PREFERRED 


on household § | 


Porcelain enamel helps sell appliances—and can build 
EXTRA PROFITS for manufacturers and dealers alike. 
Appliance buyers’ strong preference for Porcelain enamel, 
as confirmed again in recent surveys*, gives you a big 
ee edge in developing sales . .. and in closing them with a 
good profit. 

Naturally, to cash in on Porcelain enamel, you must 
have it... know it...and push it in selling your appli- 
ances. You must point out Porcelain enamel’s advantages 
to the owner, the same features we have been stressing 
every other week in The Saturday Evening Post. 


*Gilmore Research Associates, Philadelphia 


WON'T RUST 


SELL MORE, 
behind this 



















We're pre-selling for you in 


q The Saturday Evening 


POST _ 








FERRO CORPORATION 





“A BETTER BUY" 
ay tr abe 


FERRO 


Developers of 


eauicha & 
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NOTHING BUT 
Push Porcelain! [ithedishetemrnete 


ed ee, eee 1 ee 


! | major appliances 





L, We're pre-selling for you in 


The Saturday Evening 


POST 





_ B- MORE PROFITABLY 


s ll-week campaign in 





The Saturday Evening 


POST 


’ CORPORATION 


fF today’s finer Porcelain enamels 








Genin 
PORCELAIN ENAMEL 


“A BETTER BUY" 





FERRO CORPORATION 
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Used Refrigerators 


CONTINUED FROM PAGE 65 








Refinishing costs vary between $10 

and $15, the amount depending 

upon the square footage of the box, 
any special sanding or paint re 
moval involved, etc. 

The spray-finishing expert is by 
no means limited to reconditioned 
refrigerators. Halle calls upon him 
frequently to spot-in damage to 
new appliances which have been 
scratched in transit. 





All Trade-ins Are Guaranteed 


The fourth point which the 
| Colorado Springs dealer empha- 
| sizes is the guarantee. No sealed 
| wunit trade-in refrigerators are sold 

through Halle’s Sales & Service 
without a guarantee. Sealed units 
are guaranteed for from 90 days 
to a year, depending upon the re 
pair crew’s judgment, and, invari 
ably, continue to operate satisfac 
torily well beyond the duration of 
the guarantee. Only a few non- 
sealed compressor units are received 
and these never go out with a guar- 
antee of any sort. “If we had our 
way, we would never take in a 
trade-in which featured a separate 
compressor with belt drive,” Hall 
said. 

As is the case with most dealers, 

Halle allows an “automatic trade 
back” on the purchase of a new 
refrigerator wherever used boxes 
are concerned. 














20% In Color 


Around 20 percent of the boxes 
moving through the recenditioning 
shop are refinished in color, the 
price depending for the most part 
upon the model, the appearance it 
will give in color, etc. Halle has 
found it wise to adhere to accepted, 
retiring colors, rather than brilliant 
shades. The fastest moving colors 
have proven to be aqua, gray or 
cream, although an occasional box 
is finished in turquoise green, 
canary yellow, etc. 

“Even a five-year-old box gives a 
cheerful, modern appearance when 
it is shown in color with all of the 
chromium glistening,” Halle says 
“There have been a lot of instances 
in which a box which stubborn; 
refuses to move with a white paint 

Result: Says Mr. Popyack, “In 313 ) af job will walk out when it is pr 
business days we received 2582 calls ! sented in color. We're selling them 
Mr. Popyack started a program of traceable to our “Yellow Pages’ adver- not only to minority groups but to 
advertising in the “Yellow Pages’ of the _ tising. Sales from these calls were in rey - en = 
Cleveland telephone directory —5dis- excess of $100,000.” a ee ee es 


end or summer vacationing, and 

ue | who, almost invariably, prefer to 
Have your name and your advertising in the right place at the right time, The Classified e pay more for a well-finished box in 
Directory representative can help you. Call your Bell telephone business office. ) = than the usual standard 
white, 

I'vpical Halle prices on used re- 
frigerators run all the way from 
$75 to $200, substantially higher 
than the average in Colorado 
Springs. The unequivocal guaran 
tee, custom service on color, and 
extreme care in acceptance of 
trade-ins has made higher prices no 
obstacle in turning over the recon- 
ditioned stock swiftly. End 








For having name in the 
right place at the right time! 


Here's a success story that could hap- play ads and 14 other listings under 
pen to you. It happened to Mr. Adam __ various Classified headings. 
Popyack of the Jamestown Furniture 
& Appliance Co., Cleveland. 
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bye 
| S unbeatable 


~ Roll out the big guns! Strike up the band! 
e are the models... the campaign . . . the sales 
ps you need to make '56 your biggest fan year ever! 


3 NEW MODELS! guaranteed for five years. 
cies ~ id | 
| 






ad New 20” 
tt Drive Electrically Reversible 
1 Window-Type Ventilator! 


56 FAN LINE IS SO COMPLETE, SO BROAIT 


PROC LITERATURE AND DISPLAY MATERIAL GALORE 








EHL MANUFACTURING COMPANY 


Electrical Division of THE SINGER MANUFACTURING COMPANY 
Finderne Plant, SOMERVILLE, NEW JERSEY 


ATLANTA - GALTIMORE + CHARLOTTE,N.C. + CHICAGO - CINCINNATI * DETROIT - MILWAUNEE - NEEDHAM. MASS. - NEWYORK © PHILADELPHIA + pITTSeUREeN 





Makers of the world-famous SINGER SEWING MACHINES 
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in your window! 


Millions of Tide boxes will invite women 
to visit stores displaying this banner! 


Here’s why Tide’s Mystery Mrs. Contest 
will build traffic and sales in your store! 


1. Millions of entry blanks in Tide boxes will invite women to visit their local 
appliance dealers . . . to get help in identifying the Mystery Mrs. and to win bonus 
prizes (deluxe automatic dryers) if their winning entries carry dealers’ endorsements, 


2. Tide advertising, reaching 80% of U.S. homes ten times a month, will also 
invite women to enter the Contest. Millions will see her silhouette on Tide’s 
top-rated TV shows and hear her give clues on Tide’s popular radio programs. 


3. Free contest-display kits will point out your store as the place to get all- 
important clues plus entry-blank endorsements that mean big bonus prizes. 


4, It’s a “proven-effective” contest! Last year, over 400,000 prospects visited 
appliance stores as a result of Tide’s Automatic Washer Contest . . . and the bonus 
prize was only $100 compared to this year’s bonus of a deluxe automatic dryer! 


Manufacturers and distributors 


help you cash in on Tide’s Mystery Mrs. ‘ 


There’s a free Mystery Mrs. Contest Display Kit waiting for you right now! Contact 
your distributor or manufacturer, or send in the coupon below. Get all of the follow- 
ing materials to help you get all of the potential sales: 


clue record of the Mystery Mrs. voice . . . gives clues to her identity . . . explains 
how contest works, its prize structure . . . invites contestants (your prospects) to 
see demonstrations of automatics they wish to win. 


big banner sign (shown at left) identifies you as local head- 
quarters for extra clues, plus entry-blank endorsements, to help 
contestants win bonus prizes. 


clue cards give additional hints as to the identity of the Mystery 
Mrs. and may be given to contestants to take home and study. 


proofs of advertising mats you can use to tie in with Tide’s 
Mystery Mrs. Contest in your own local newspaper ads. 





CONTEST PRIZES Mail this coupon to Tide, P.O. Box 599, Cincinnati 1, Ohio 


Each contestant must identify the Mystery Mrs. and complete a sen- 
tence on the entry blank contained in the Tide box. (Complete contest 
rules in the package.) Winning contestants receive the following prizes: 


Please send me a free Mystery Mrs. Contest Kit 


Vet Prise... oso $10,000 in cash plus an 150 additional prizes of automatic washers Ph aera peat sg 
automatic washer of the winner’s choice. of each winner’s choice. Company — a _ 

2nd Prize...... $5,000 in cash plus an Bonus Prizes .. . deluxe automatic dryers 

automatic washer of the winner’s choice. wij] be awarded to each of the 153 winners PAB ccccenernecccsccciguisciicinianinatcamiiaeapattcinitedeina 

RO $2,500 in cash plus an whose winning entry blank is endorsed by Ci . 

automatic washer of the winner's choice. her automatic washer dealer. ity Zone__— 
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VEMmtPAATING HOOD 


TRA DE-WIND 


This is the new Trade-Wind Ventilating Hood that has captured the hood 
market. The Salem is finished in rich antique copper to match the latest style in 
acieen end is made of Trade-Wind's exclusive Duometl, a laminated sheet of 
solid copper and steel for beauty and permanence. The hood is available in 


five standard lengths. It can be used with any of the 3 powerful Trade-Wind 


Ventilators illustrated below. 


COMPLETE LINE OF HOODS AND VENTILATORS 
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Floor-Planning 
CONTINUED FROM PAGE 66 ———— 


Naturally floor-planning is not 
new to the city dealer, but it was 
new to Mr. Blake and he has 
leamed from talking with other 
small town dealers that the average 
such dealer does not have such a 
financing service, largely because 
he doesn’t know such a service may 
be available to him. 

The plan operates basically the 
same as the floor-planning program 
which has been common practice 
with automobile dealers for several 
years, whereby the finance com 
pany lends money against unsold 
merchandise on the floor. 


One Plan for Cash 


When merchandise comes in, 
the distributor knows that a copy 
of the statement goes to the finance 
company. When the account falls 
due, the finance house pays 90 per- 
cent of the amount, less two per- 
cent. Thus actually the finance 
people pay 88 percent of all TV 
invoices as they come due. The 
Blake store pays the remaining 12 
percent. Automatically, the fi- 
nance company has a mortgage on 
all unsold TV sets handled under 
this arrangement. 

When the Blake store sells a 
TV set for cash, it clears the mort- 
gage by remitting the balance due 
to the finance company. 

When it sells a set on terms, 
the store retains the cash payment, 
never less than 10 percent, and 
sends the purchase contract to the 
finance company, which in turn 
remits to the Blake store a sum 
equalling the face of the purchase 
contract, less the sum which it 
paid the distributor on the set. 

The interest, insurance and any 
other charges go into the purchase 
contract and form a part of the 
monthly payments. The finance 
company remits to the Blake store 
$3 on each TV set sold, as a service 
fee. 

Customers may pay directly to 

(Continued on page 91) 


Something for Nothing 


That's part of the secret of the 
success of a wheel-and-deal promo- 
tional dealer who jumped from zero 
to $750,000 in two years. 


The other parts are hard-headed, 
saturation advertising, aggressive 
closing. The entire, sensational 
story of how a spiel-ond-deal re- 
tailer works—all backed up with 
figures, facts and specific examples 
—will startle you even more than 
"| Failed As a Discounter.”’ It’s an- 
other shocker by Howard Emerson 
and you'll find it in the July 


Electrical 
Merchandising 





MERCHANDISING 















TO LOOK AT... 


oo so TO USE... 
. - 4 
\ . ~ 
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‘ 
y Madison 


NOW ... the most accepted, most popular Electric 
Ice Cream Freezer features the rich mellow glow 
of copper for its die-cast aluminum main frame* 
thus assuring a lifetime surface of easy to clean 


beauty 
THE GAY NEW PLUS a truly beautiful finished tub in eye- 
catching Glacier Blue 


PLUS famous exclusive “Twist-Lox«,’* the fea- 
ture which eliminates clumsy latches and hinges 
and permits the main frame to be put on or taken 
off as quick as a wink 





PLUS a cream can with special reinforcement 
IN TODAY’S SMARTEST to insure perfectly round shape.* 
DECORATOR COLORS AND a product proved by over 500,000 families 


ALL THIS IN THE ELECTRIC ICE CREAM 
FREEZER WHICH HAS BEEN NO, 1 IN SALES 


IN AMERICA FOR 25 YEARS! 
THE “SELLINGEST” ELECTRIC ai i : 
















“SPECIFICATIONS © 24 
ICE CREAM FREEZER IN Cepesiy_ | tedet ie. | resting_| __ sitpetng Wer 
2 QUART 420 1 to Cin 13 Pounds 

ALL THE WORLD! 4 QUART 440 a 1 to Ctn 7 Pounds | 

6 QUART 460 1 to Cin 20 Pounds El 


*P.S. Remember, only Dolly Madison® has these 
features. Also, a Dolly Madison® won't rust be- 
cause it can’t rust; it stays new always because 
it's as permanent as it is beautiful 


the 3. E. PORTER corporation . OTTAWA, ILLINOIS 
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{ Whos handling 
public relations for you 





It’s not an easy assignment—or the kind you'll find many 


people volunteering for. 


and Free Europe Press. 


Free Europe and Free Europe Press are constantly on 
the offensive against the Red campaign to annihilate 
right, reason and national pride, 


Continued and heated Communist protests testify to 
the tremendous effectiveness of Radio Free Europe 
\ and Free Europe Press. Support freely given by free 
\ American business and private citizens will increase 
this effectiveness and the scope of their operations. 

A contribution now is perhaps the best investment 
you can make towards a peaceful, prosperous world. 





Give generously. It’s your future! 


\ 
y > 
Check list for business executives — 
| in the Crusade for Freedom 


|_| Order display material for your company bulletin board. 


[_] Plan a paycheck stuffer to fully acquaint your employees 
with the importance of the Crusade for Freedom. 


[_] Plan to conduct an in-company solicitation, 
[_] Match employee funds with your Truth Dollars. 


For campaign material and information write CRUSADE FOR FREEDOM, 





But there is an important “public relations” job to be done 
behind the Iron Curtain—for you . . . for America . . . for the 
whole concept of freedom, free enterprise and individual 
rights. This job is an opportunity and a challenge as well as 
a serious responsibility for American business. Fortunately, 
with your help, there is an agency that can do the job— 
Crusade for Freedom, which supports Radio Free Europe 


Both these powerful, privately operated organizations 
continually challenge the barrage of Communist misstate- 
ments and false truths. Using saturation radio broadcasts 
and mass newspaper drops from message balloons, Radio 


E 


345 





~~. 
_ 


f 


behind the Iron Curtain? | 





| iA 


East 46th St., N. Y. C. 17. 
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the store or directly to the finance 
company, as they wish. Each in- 
stallment customer receives from 
the finance company a monthly 
(or weekly) payment book to send 
in with his payment. 

“We encourage customers to 
bring their payments to us and 
allow us to send them in to the 
finance company,” Mrs. Blake ex- 
plains, “because that practice in- 
creases store traffic and obviously 
store trafic means opportunity to 
sell additional merchandise. How 
ever, we leave the matter of where 
to pay to the customer.” 


One Repossession So Far 


(he paper is handled by the 
hnance company “with recourse”, 
which means that the responsi 
bility of collection is on the 
shoulders of the Blake organiza- 
tion, in case there is trouble with 
1 customer. 

However, in about one and one 
half years of operating on this basis, 
the store has had to pay the finance 
company for only one TV set. 

It has been necessary to re-sell 
seven more sets, whereby the new 
purchaser assumed the contract of 
the original customer, thus saving 
the expense of repossessing the set 
and settling with the finance com 
pany 

Mrs. Blake estimates that the 
store’s TV set sales increased better 
than 400 percent during the first 
year of operating under the finance 
program, not mainly because of a 
stepped-up merchandising program 
is such but because the finance 
arrangement enabled the store to 
handle a sufficient amount of mer- 
chandise to maintain a good show- 
ing of sets at all times. More 
serious merchandising naturally fol 
lowed the new finance arrangement 
and the wider showing of TV sets. 

Port Lavaca is an extreme fringe 
area, the nearest TV station being 
about 120 air miles away. Yet in 
spite of this and the fact that there 
are three other concerns in town 
selling and servicing TV sets, the 
Blake store sold 168 new TV sets 
during the past 12 months. 

“Our service was a big factor in 
our favor when we started talking 
with the finance company,” he 
says. “It is doubtful if we could 
have obtained the contract without 
1 good service department.” End 
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q See the year ‘round market ! 
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@ Four Display-5 packages 


Soundcraft Red Diamond Recording Tape 
One Display-5 with five 600 ft. reels 
One Display-5 with five 1200 ft. reels 


Soundcraft Plus-50 Recording Tape 
One Display-5 with five 900 ft. reels 
One Display-5 with five 1800 ft. reels 


® Display Card 


One card for shelf or counter, easel-mount 


With this complete package, the Soundcraft Dealer 
Pack, you start selling to a really fast-growing market. 
Over 2,000,000 recorders are now in use! 


Soundcraft’s Dealer Package contains the finest quality 
tape. The tape your customers want: Soundcraft Red 
Diamond, Soundcraft Plus-50. Under Sound Retail 
Plan, tape is priced to compete at a profit! Stocks won't 
gather dust. 

EVERYTHING YOU NEED in one compact package that 
your Soundcraft Supplier can tuck under his arm to 
bring you! And to reorder you need only ask for 
additional Display-5’s. 
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The Sound Retail Plan 


puts any dealer 
in the 

fane business 
at a profit! 


@ Now Soundcraft helps dealers 
compete in soaring tape market. 
®@ Features low inventory, compe- 

titive pricing for fast turnover, 

complete merchandising aids. 





PUT YOURSELF IN THE TAPE BUSINESS 
with the most complete Tape merchandising package ever offered. Here it is: 


®@ Literature and Literature Holders 
Red Diamond, 40 folders and one holder 
Plus-50, 40 folders and one holder 


®@ “Recorders Sold Here” Streamer 
Attractive window streamer that tells your 
customers you sell recorders. 


®@ Wire Rack Bonus 
Contact your distributor for sturdy bonus rack. 
Holds tape and displays. Lights up with your name. 


Order this new SOUNDCRAFT SOUND RETAIL PLAN merchan- 


dising package from your distributor, or write to Sound- 
craft direct to find out how you can participate, 


FOR EVERY SOUND REASON 


vexvee SOUNDCRAFT cone 


10 East 52 Street, New York 22, WN. Y. 
336 N. LaBrea, Hollywood, California 
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Cut yourself in on 4 Big 





Money-Making | 


Really competitive at: Suggested factory list... 


PRICED TO BEAT CO 





Self-Defrosting 
Giant 73 Ib. 





Self-Defrosting 
9.4 cu. ft. 
Refrigerator! 








11.5 cu. ff. 
Refrigerator- 
Freezer! 


MPETITION! 




















ONLY 
COMPLETELY 
SELF-DEFROSTING 
2-DOOR 


NEW WESTINGHOUSE 
FROST-FREE 


© Completely self-defrosting in BOTH 
Refrigerator and Freezer! 


© Separate Giant Freezer — holds 73 Ibs.! 


®@ Patented Meat Keeper — stores 18 lbs. of 
fresh meat! 


®@ Butter Chest in Door! 


@ Giant Vegetable Humidrawer— full width, 
holds % bu.! 


® Deep Door Shelves — space for eggs, tall 
bottles! 


@ Famous Food-File storage! 


BIG AD SUPPORT FOR MORE SALES! 


Hard selling product demonstrations, week after week, on 


Westinghouse Studio One with a brand new local tie-in 
program by Betty Furness, America’s greatest saleswoman. 
Backed by smashing 4-color 2-page ads in top circulation 


magazines including Life and Progressive Farmer. Plus power- 
ful big space, factory paid newspaper ads in key cities from 
coast to coast. Cut yourself in, tie in and cash in . . . See your 
Westinghouse Distributor for details. 
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WESTINGHOUSE 


PRICED TO BUILD MORE TR 










BIG NEW 
WESTINGHOUSE 
STOOP-SAVER 
REFRIGERATOR 


Use-styled with Food section at 
easy reach-in level up top... 
Giant Freezer with roll-out 
basket below! 





LATEST DESIGN ...GREATEST VALUE! 


© New Stoop-Saver Convenience keeps 
foods used most often up top. 


© New Cold-in-Motion system constantly 
circulates cold from top to bottom of 
Refrigerator section. 


© Automatic “Cycle” Defrosting in Refriger- 
ator section — no dials to set. 


® Giant 83 Ib. Freezer below with roll-out 
basket. 


®@ Two Big Humidrawers. 
® Deep Door Shelves... Butter Chest! 








AFFIC! 
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Refrigerator . 
section used 

7 times as often | 
as Freezer! 








Freezer 


rolls out! 


rf a ee li —_ 
Pe SR: Se GEM Ss CO — 
11.4 cu. ff. ” 


Refrigerator- 
Freezer! 





WATCH WESTINGHOUSE 


WHERE BIG THINGS ARE HAPPENING FOR You! 





UVE SETTER 
“oormer™ 




















SUPER ALLTROL "CENTER-SIMMER” TOP BURNER 







Provides a heat speed for every cooking need 


Sensational ROPER TemTrol 


Top Burner makes any 
Ordinary Utensil Automatic 






NEW! Revolutionary 200%¢7-5442 Burner! 


FASTEST 


in the Market 


(gas or electric) 


Here it is! The very ultimate in cooking speed. Ter- 
rifically fast. Giant size. Remarkably flexible . . . from 
giant, rushing flames down to “Keep-Warm” flame. 
It’s an exclusive from Roper, for competitive selling. 


| See. D. Roper Cesperetten 

; Rockford, IMinois EM656 
| Sounds wonderfull Rush me details about the new 
| Roper “Rocket-Speed" top burner. 

| 


Now! Roper scores a new high in top-of- | Firm Nome —— - —-- 
' 

range speed and performance. No other | Individuel 

cooking top is so efficient . . . so convenient. | 


Address 


City ies State 















at DE R provides all these hard-working selling aids: 


Ads » Direct Mail Pieces + Point-of-Sale Displays 
nadie and Television “Spots” + Outdoor Posters » And Many Others 


PLUS CONSISTENT PRE-SELLING SUPPORT IN: 
Better Homes and Gardens + McCall's + House Beautiful + Living 
Good Housekeeping + House & Garden...and other best-read magazines 

















Central Air 
Conditioning 





CONTINUED FROM PAGE 73 ————— 


business. ““We have only one unit 
in stock. That is the one used with 
the display on the floor. As we 
sell units, we merely notify the 
wholesaler and the _ installation 
company picks up the unit directly 
from them,” he states. 

Fourth step of Hill’s sales pro- 
gram involves an important sales 
follow up plan that results in extra 
leads and sales. After the unit is 
installed and working, the sales 
man contacts the owner and sug 
gests that she hold a “house party.” 
lor this occasion the owner invites 
about four couples in for the eve 
ning and the salesman pays for 
refreshments served. He is intro 
duced to the guests, makes a short 
sales talk about the customer's air 
conditioning and shows the cut 
away house so guests can casily 
visualize the installed system. He 
makes appointments with the 
guests to visit their homes and ex 
plain full details of the central 
system to them. He quotes no 
prices and makes no attempt to scll 
at the house party. 

“After about fifteen minutes of 
visiting the salesman has arranged 
appointments, told a little of the 
story and has good leads in his 
pocket for future sales,” Murillo 
says. The salesman leaves the party 
immediately after he’s told his 
sales story. The host usually takes 
over from there to give added 
stimulus to the desire to own cen 
tral air conditioning. 

This planned sales program is 
working for Hill Electric, claims 
Murillo, because it “thoroughh 
covers every phase of central air 
conditioning sales in a simplified 
form. Its very simplicity puts an 
average appliance salesman in a 
position to keep complete com 
mand of his sales interview and 
gives him added confidence.” 

He sums it all up this way, “You 
don’t sell central air conditioning 
like toasters and mixers. It takes 
a planned sale. You take advan 
tage of a customer's casual inter- 
est and develop it to a point where 
he is ready to buy. A plan with 
proper working tools will put any 
appliance dealer in a position to 
go out after volume sales and good 
profits in central air conditioning. 
You just follow a step-by-step pro 
cedure without letting salesmen at 


tempt any short cuts End 
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Safety Flies This Flag! 





- = 


' Put SAFETY on 





Your Sales Staff ! 


Flag-Labelled Safe Cord Sets 
Influence Lamp and Appliance Buying 


No purchaser of home electrical equipment is ever unresponsive to the 
appeal of SAFETY. So, with competition steadily mounting, more and 
more electric appliance and lamp manufacturers are furnishing on their 
products cord sets which bear the Underwriters’ Laboratories Flag Label. 
For experience proves that a Safe Electrical Cord Set provides an effective 
selling point. 

Customers themselves are being educated to insist on Flag-Labelled 
cord sets and power supply cords. Every month millions and millions of 
radio and television listeners are told about the importance of this pro- 
tective measure .. . are urged to look for the small blue or green paper 
“Flag Label.”* This label shows that the cord and connectors are safe and 
have been assembled to meet the accepted safety Standards of Under- 
writers’ Laboratories, Inc. 


If you are not familiar with the Safe Electrical Cord program and how 
it is stimulating sales, write for full details. Make sure the cord sets used 
on your products carry this “Flag Label” quality-safety identification. 


THE SAFE ELECTRICAL CORD COMMITTEE 
155 East 44th Street, New York 17, N. Y. 
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Wage Town's millions largely reject the more sophisticated ways 
of “white collar’ living. Yet, Wage Earners represent 54% of our 
population, have 62% of the*Nation’s “loose money” to spend. 


Here are a few examples of typical workers and their weekly pay 


Electrician 
$115.82 











In the Middle Majority, the Wage Earner usually has a higher rate 
of pay than the white collar worker. 


Here’s how a Wage Earner family can have the same amount of income as 
an Executive family: 

















Executive Family of 4 Wage Earner Family of 4 
OCCUPATION INCOME TAXES OCCUPATION INCOME TAXES 
Husband Bank Vice Pres. $12,000 $1,636.80 Electrician $ 5,964 $ 818.40 
Wife Home os - Home = - 
Son (Age 23) Law School -_ ™ Machine Tool Operator 3,536 511.20 
Daughter (Age 17) High School ~ ~ Switchboard Operator 2,500 333.60 
Total $12,000 $1,636.80 Total $12,000 $1,663.20 
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Here’s why the Wage Earner family can have more “loose money” to spend: 


Executive Family 


Wage Earner Family 
$12,000 $12,000 
Taxes Living Expenses (DSP) Other Taxes Living Expenses (DSP) Other 
$1,637 $6,583 $3,780 $1,663 ($26 more) $4,690 ($1,893 less) $5,647 ($1,867 more) 


Living expenses include son’s tuition and campus living costs, land- 


Living expenses are broken down into family household expenses, 
scaping, and other necessities to “keep up with the Jones.” 


and fixed expenses outside of home accruing to son and daughter. 


And here’s a way to cover the vital core of the Wage Town millions! 


TRUE STORY families are WAGE TOWN families ...and 
re) of True Story’s primary households are not reached 
© by any of the women’s service magazines! 


g of True Story’s primary households are not reached 
© by any of the four big weeklies! 











te of True Story’s primary households are not reached 
( * ) by any of the four top store magazines! 





ELECTRICAL MERCHANDISING—JUNE, 1956 PAGE 97 








Quick, easy 
plus profits 
from Honeywell! 


On every dehumidifier sale 





New! 


Brand new, low-cost, plug-in control makes unit fully automatic. 
Sell your customers automatic protection, plus new convenience 
and economy, with every dehumidifier! Honeywell H45A Dehu- 
midifier Control turns unit on and off automatically; controls hu- 
midity just like a thermostat controls temperature. Adds efficiency; 
adds to life of unit; cuts operating costs; ends guesswork. User 
simply plugs in! List price $14.95. 


On every room cooler sale 





Now — plug in thermostatic control of room air conditioning, 
too / Benefits are easy to sell, This Honeywell thermostat, finest of its 
kind, keeps room comfort constant by turning air conditioner on 
and off automatically as room temperature demands, Unit operates 


only when it’s needed; no overcooling, no excessive power costs. 


Just plug it in, List price, standard TA42M, $24.20. 


Hot new premium idea! 


These two Honeywell plus-profit controls are natural tie-ins with 
your dehumidifiers and room coolers, Promote them! A little 
extra push brings big profit returns without extra sales cost. 

Get complete details by calling your local Honeywell office 
today. Or phone, write or wite Honeywell, Dept. EM-6-54, 
Minneapolis 8, Minnesota. 


MIiNN BAP OLE 
Honeywell 
112 affices 
across the nation 


First in Controls 
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Nuisance Expert 





ance firm had never before made use 
of a home economist. However, when 
analysis revealed the possibilities, 
Lansing began interviewing candidates. 
The tenth applicant was Mrs. Craig, 
a demonstrator of long experience in 
Dallas, Texas. Like sales manager 
Lansing, Mrs. Craig is convinced that 
if every housewife is thoroughly 
checked out on each new appliance 
and all of her questions answered in 
advance, the costly volume of nui- 
sance calls will dwindle. “Added to 
that, we realize that a lot of other 
advantages could be gained,” Lansing 
says. “First, there would be some in- 
tensely valuable good will developed 
which will show its full value in more 
competitive years ahead. We know 
that the sledding will be tougher 
through 1956 and 1957 than in the 
two years past and that complete sat- 
isfaction from a helpful home demon- 
strator will have a lot to do with the 
housewife’s choice of an appliance 
dealer. ‘Then there is the matter of 
developing extra sales. The usual 
housewife will open up extensively in 
talking to another woman and thus 
create immediate sales leads which 
aren't likely to come the way of a 
salesman. All in all, our thinking led 
us to conclude that there was probably 
never a better time in appliance re- 
tailing operations to add a home 
economist to the payroll.” 

Now, after seven months, Mrs. 
Craig has more than justified all of 
this thinking. In fact, she has become 
so important a cog in everyday selling 
that Lansing feels that “she makes the 
difference” which two additional sales- 
men would represent. Before Mrs. 
Craig was added to the staff he had 
planned to hire two more men. 

“There isn’t any such necessity 
now, inasmuch as our regular five sales- 
men have been weaned entirely away 
from home demonstration, useless 
follow-up calls and other time-con- 
suming waste effort,” he says. 

Mrs. Craig, a southerner with long 
experience in home demonstration, is 
currently averaging from 6 to 8 dem- 
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onstrations per day, covering all white 
goods and some of the accessory 
appliances. 

She reports to the Downing show 
room early each morning at store 
opening and spends all of her time 
on the sales floor when she isn’t out 
on demonstration calls. The reason 
for this is simple, according to Lan 
sing. “We move her in as a closer’, 
he says. ‘““Whenever one of our sales 
men finds that his prospect is waver 
ing through fear that the appliance 
in question is too complex, that its 
operation will be too technical, we 
immediately call Mrs. Craig. When 
the salesman introduces her and points 
out that she will arrive practically as 
part of the delivery of the appliance, 
sales resistance often melts away. 
Everyone of our salesmen has saved 
a half dozen deals simply because Mrs 
Craig was there to take over.” 

Incidentally, a dozen signs painted 
in green with gold lettering, inform 
every visitor to the Downing showroom 
that each appliance sold will be dem 
onstrated in the home by Mrs. Craig 
Although such service is by no means 
new, it is still a relative novelty in 
the Colorado capital. 

Downing’s offers Mrs. Craig’s serv- 
ices on a non-restricted basis. Any 
customer may call for a home demon 
stration at any time within the first 
90 days of installation of the new ap 
pliance and set up a visit at an ap 
pointed time. In addition, the service 
department, which formerly received 
nuisance calls with grim dissatisfac 
tion, now simply bucks them along to 
Mrs. Craig’s phone—the nature of the 
call determining whether the customer 
involved needs a mechanic or simply 
a demonstration. 

“Mrs. Craig has successfully carried 
out many adjustments and_ repairs 
while on a demonstration call which 
are enough to repay the $2.50 mini 
mum it would have cost to send a 
serviceman”, Lansing declares. 

On any week day, a typical leaf of 
Mrs. Craig’s diary is as follows: 

(Continued on page 102) 
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automatic 
home laundries 


DOLE 










softeners 




















drinking 
fountains 








Years of Experience 
Help to Make It Automatic 


clothes 
dryers 





cottee 
brewers 


i 


and other applications 








ice cube 
makers 







Dole genuine replacement parts are always 
available through your manufacturers’ serv- 
ice organizations. 


Contro/ with * , 


The Dole Vaive Company 


1901 Carroll Avenue 


DOLE SOLENOID VALVES 


Since the birth of the automatic home laundry and dishwasher, Dole Solenoid 
Operated Valves have played an important part in their success. 


Today, Dole Valves are the standard of the industry and have found a place on 
many other appliances where control of flow, mixing hot and cold fluids to correct 
temperature or other automatic operation is necessary. 


In dealer service departments, too, Dole Valves are recognized as the standard of 
the industry because they are simple, dependable, trouble-free. 


Be sure the equipment you manufacture is Dole equipped. Be sure the equipment 
you sell has the added sales appeal that the name Dole contributes to any product. 


Chicago 12, Itilinois 


Philtadeiphia, Detroit, Los Angeles 
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it answers every one! 


WHEN SHE ASKS... 


i: 


a 
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PAGE 


Why does my wash look so gray and dingy? 

Regular detergents can make too much suds which fail to rinse 
out. The residual detergent can “build up” after a period of 
time . . . leaving clothes gray and dingy. Tell her to switch to 
AD because AD rinses freely and completely in any water — 
hard or soft! AD leaves clothes and washer sparkling clean. 


i 


Why doesn't my washer get things clean? 

Tell her to switch to AD because AD’s suds signal when 
there’s enough detergent in her wash water to get clothes 
really clean. In any water, hard or soft, washing a lightly 
soiled or a heavily soiled load . . . with AD, if she will 
maintain a thin, even blanket of suds, she'll know she’s using 
just the right amount . . . no need to guess whether she’s 
using too little or too much detergent . . . and she'll get the 
cleanest clothes possible from her machine. 


He 


Why do my clothes look so yellow? 

Using too much bleach often causes yellow build-up. No 
yellow build-up with AD. Tell her to switch to AD because 
AD’s chlorine-fast optical bleach makes additional bleaches 


and bluing unnecessary except for stubborn stains or spots. 
It’s completely safe on washable synthetic fibres, too. 


Why do the suds spill all over the floor? 

Suds can come from too much detergent in soft water or a 
lightly soiled load . . . If she will use AD and maintain that 
thin, even blanket of AD suds, she'll know she is using just 
the right amount of detergent for the water in her area, for 
her wash load . . . not too much, not too little. Tell her to 

switch to AD. 


Why does my laundry feel so rough? 

Roughness can come from improper drying—it can also mean 
that some ingredients in her wash water are precipitating out, 
clinging to her wash, AD has a built-in water softener . . . no 
other water softening agent is needed even in hard water 
areas. And AD’s built-in softener is non-precipitating . . . it 
can’t leave any residue on clothes or machine. Using too 
much softener may cause phosphate built-up . . . undissolved 
residue clings to cloth fibres . . . may make clothes feel rough. 
Tell her to switch to AD. 


JUNE, 


1956—ELECTRICAL MERCHANDISING 
































HERE’S A SPECIAL TIP 


TO PASS ON TO YOUR CUSTOMERS... 


Here’s how to “condition” their laundry . . . strip 


out residual detergent, bleach or softener: 


Use half the required amount of AD (because 
residual detergent may cause excessive sudsing) 
and put clothes through the entire wash and rinse 
cycles. Then use the full amount of AD and wash 
the clothes again. Next laundry day, use the 
regular amount of AD and wash as usual. Your 
customers will have the cleanest wash ever, and 


they'll thank you for the tip. 











RECOMMEND [ADD - 
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the ADvanced detergent... 
developed especially to solve all 


these home laundry problems! 
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THIS is the FAN! 





THE ULTRA TWENTY IS THE FAN 
THAT'S SETTING THE PACE FOR 
SALES AND PROFITS 


It’s the smart, eye-catching fan with 
EVERY feature your customers want 

. “SAF-T-EYE” Lamp, tells when the 
power is on... Three Speed Breeze 
Control... Automatic Built-in Thermo- 
stat... Electrical Reverse 

. all grouped in a black 
and gold recessed control 
panel. 





THE ONLY FAN DESIGNED FOR THE FUTURE 


Yours to offer NOW in four soft DECORATOR 
colors .. . first time in any fan. This 20 inch all-pur- 
pose “Ultra Twenty” has spacer panels included. 


- PLUS... OUTSTANDING PROMOTIONS! 


Steve Allen will sell LAU fans for you on “TO- 
NIGHT” ... Plus displays, ad mats, catalogs, June 
Bride’s promotion, sales contests .. . all planned to 
help you sell more than ever before. 


See Your Sales Representative or Write Us Today 
for Information on the Full line. 


.--and Lau has Five Other Wonderful, Fast-Selling Fans 
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2007 Home Ave., Dayton 7, Ohio 


Kitchener, Ont., Canada * Axusa, Calif. 
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Monday January 16th 

9 o’clock—electric range at 6325 
Stuart. Spent one hour and ten min 
utes teaching use of broiler, oven and 
controls. Housewife did not unde: 
stand method of setting cleck of 
automatic oven turn-on. 

11 o’clock—4323 Hooker Street. 35 
minutes with combination washe: 
dryer owner. Woman was found to 
be overloading the machine with r 
sult dryer unable to dry wet clothing 
completely. Also using too high tem 
perature from water heater. 

11:45—2612 Williams. 15 minutes 
showing housewife controls on electric 
range. Replaced two snap-on control 
buttons which housewife did not know 
how to re-attach after pulling them off 

1 o’clock—1859 So. University. In 
structed housewife who complained 
foods were spoiling in her refrigerator. 
Found box set on “economy opera 
tion” instead of colder temperature 
While there demonstrated methods of 
cleaning interior and exterior. 

2 o’clock—812 Dahlia Street. 30 
minutes with automatic washer owner 
dissatisfied with cleanliness of load 
produced. Found housewife using im- 
proper detergent, overly low water 
temperature, and overloading capacity. 

2:45—1920 So. Downing. One-half 
hour instructing on electric range 
temperature control, proper use and 
cleaning; helped her prepare steaks for 
broiling. 

3:30—1261 Leyden. 25 minutes 
with housewife complaining of low 
heat from new electric range. Found 
short existed and called mechanic. 

4:30-—2062 Larimer. 40 minutes 
with housewife who complained that 
new dishwasher did not get film off 
of glasses and serving pieces. Wrong 
detergent again, insufficient hot water. 

On each call, Mrs. Craig makes 
notes on a mimeographed form which 
details in turn, the time, type of 
demonstration, correction made, and 
other details. The form closes with 
customer's remarks, customer’s signa 
ture with a page of comments and 
the question “Why was the purchase 
made at Downing’s?” Through keep 
ing this information on each call, 
Downing’s is obtaining a clear pic 
ture of operational methods best suited 
for selling most appliances, the cus 
tomer’s attitude toward the firm and 
other vital statistics which will help 
to make 1956 and 1957 easier sales 
years. 

Downing’s Appliances home demon 
stration has been an effective succes: 
Paid a salary plus a specific allowance, 
according to the demonstration cai 
ried out, and maintaining her own 
automobile, gasoline costs, etc., Mrs 
Craig’s salary at the end of the first 
month amounted to only $26 more 
than the cost of the nuisance calls for 
the same period. The fact that she 
can effectually close sales otherwise on 
the fence, nullify angry customers, 
and also create second sales has made 
her such an asset that Lansing is still 
wondering, “Why didn’t we do this 
before?” End 
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Americas Finest Freeper 
has moved to space ] |] ]3 














Merchandise Mart 






Chest models from 9 to 20 cu. ft. 
Upright models from 4.2 to 18 cu. ft. 


MONEY IS MADE IN MANY WAYS 





To sell America’s Finest Freezer line at once identifies you as a dealer in dependable, quality merchandise. Whether you are primarily 
an appliance, furniture or housewares dealer, you can profit two ways from the Ben-Hur freezer line: profit from the generous mark-up 
these appliances themselves command; profit from automatic up-grading of other lines when displayed with Ben-Hur—no matter 








what their price or merchandise category. 


You get realistic sizes in both the Ben-Hur chest and upright lines . . . lines long in the most popular and fastest selling sizes. . . yet 


short enough for the most economical and efficient inventory. 


You get combined advantages of Ben-Hur engineering and design know-how: a freezer line with beauty and styling to catch the con- 


sumer eye—plus the practical features that give people the reason to buy. 


You get Ben-Hur’s sensible pricing, allowances and discounts that let you compete at very profitable margins indeed. 


You can obtain from Ben-Hur, a proven promotional program that not only 
increases store traffic, but pre-qualifies prospects for you. 


National advertising performs an important service for Ben-Hur dealers. 
But it is the forceful, adequate local advertising supported by Ben-Hur that 
has proved most effective for dealers. 


The kind of success being enjoyed this minute by Ben-Hur dealers is the kind 
they count in dollars—dollars of profit—rather than merely dollars traded. 


You should discuss it with us! 
If you cannot attend the Furniture Show, wire, phone collect—or use this coupon. 


BEWHUR A WHOUCET ine / Sit 074 Nov Amer a I: istest Selle: 
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BEN-HUR Mfg. Co. 

Milwaukee 12, Wisconsin 
Please see that | get full details: 
Name 

Company 


Address 


City Zone State 
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Introducing “Skimpy Wiring” 
to your homeowner customers! 





> 
More than 15,793,000 readers of the Saturday 
Evening Post and This Week national magazines 
will see this dramatic Kennecott ad featuring 


“Skimpy Wiring” — the Dead End Kid of the 
electrical business! 








It’s another nation-wide advertisement in 
the Kennecott campaign for better home 
wiring with copper—a drive that helps you 
increase your Sales of electrical appliances! 








SEND FOR FREE 
Let Kennecott help PROMOTION MATERIAL 
you with your own ae ea aoe 
local better wiring cag cg bp ing erm oge 


. the educational booklet, “The ABC of Home 
Ca m paign too ' Wiring.” Ask for list of at-cost prices of material 
4 available for your direct-mail use. No cost, no 

obligation! Just write on your letterhead to 
Kennecott Copper Corporation, Dept. M66, 161 

§ East 42nd St., New York 17, N. Y. 
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The Electrical Delinquent 
found in 35,000,000 homes! 


Look at that tangle of plugs and sockets! 
Note the frayed, weak-looking wiring! 
That's him, all right — Skimpy Wiring — 
the villain responsible for the electrical 
woes of homeowners all over the nation. 


Have you a toaster that heats slowly? Does 
your TV set twitch when other appliances 
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i Kennecott 
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go on? Do your fuses blow or circuit 
breakers trip too often? If so, beware. . . 
you are a victim of Skimpy Wiring! 


Weak, worn-out home wiring cannot pos- 
sibly deliver full power to your appliances, 
It wastes electricity, can cause appliance 
failure, may even be a source of fire! 


If you see signs of Skimpy Wiring in,your 
own home, call an electrical contractor or 
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f Ent 
5 $4 aes 

) ‘ 


consult your local power company. Learn 
how easily you can have safe, adequate 
copper wiring installed to make your home 
more electrically livable! 


Get FREE Booklet! “The ABC of 
Home Wiring” explains facts about your 
electricity, how you can make it serve you 
better. Write Kennecott Copper Corp., 
Dept. 846, Box 238, New York 46, N. Y. 


Copper Ci 


Fabricating Subsidiaries; CHASE BRASS & COPPER CO. +» KENNECOTT WIRE & CABLE CO. 
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MAKERS OF THE MOST COMPLETE LINE 
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Why it 


~ 


| oe ana om © 


to think Iike 


= Te esr © © 6 ire ie @ | 


E... notice how often a woman gets 
just to the brink of buying—then holds 
back, hesitates? And then, what might 
seem like a minor point finally gives her 
the assurance she needs to decide. So that 
becomes truly the major point... for it 
clinched the sale. 

Take heating elements, for instance. 

When any appliance is equipped with 
a Nichrome heating element, you've got 
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just that kind of a feature. For all buyers, 
from manufacturer to dealer to consumer, 
know Nichrome* stands for dependable, 
long-lasting performance. No wonder the 
name “Nichrome” helps move better qual- 
ity, full-profit appliances at every level of 
distribution. 


Make sure your appliances have heat- 
ing elements of Nichrome—the “extra” 
that clinches the sale. 


i Sichrome ore 


.. Driver-Harris COMPANY 


HARRISON, NEW JERSEY 


BRANCHES: Chicage, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 


MPANY td al ton ta 


*T. Mm. Reg. U. S. Pat. OF. 


OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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$80,000 in TV 
CONTINUED FROM PAGE 80 


a large turntable with one model 
from several of the eight lines 
he carries on this “rotating wheel’, 
as he calls it. Customers, he says, 
are attracted by anything moving 
in a window and they stop in front 
of the store to see the sets. He 
adds that they often come in to 
get a better look. 

“Customers remark: ‘Looks okay 
while moving, but 1 wanted to see 
it standing  still!’,” Oaklawn’s 
owner said. 


Not All Models In Stock 


Although he carries eight lines, 
Goldberg does not stock all mod- 
els. 

“The years have shown me that 
my customers want only certain 
models, so I try to display and 
stock those most asked for. How- 
ever if a customer wants one not 
on hand, I'll order it,” he stresses. 

Oaklawn spends 10 _ percent 
(comprised 60 percent Goldberg, 
40 scan distributor) of its gross 
each year to advertise and for cus- 
tomer relations. Low-pressure ad- 
vertising takes the biggest chunk- 
60 percent. 

“And it’s not just a matter of 
making the customer TV conscious. 
He must be conditioned to de- 
mand the product at a price favor- 
able to the retailer. But I do not 
stress price—just the product. | 
skip the so-called gimmicks because 
if the customer is led to believe 
that I have to give away things to 
sell my product, he usually feels 
that either it is not worth it or it’s 
not worth the price I want to sell 
it for,” Goldberg points out. 


Promotional Advertising 


Promotional advertising is differ- 
ent. After he is convinced that 
product acceptance has _ been 
achieved, he stresses price, but even 
here the pressure is low. Approxi 
mately 30 percent of his ad money 
is for this. 

“IT feel that if a person wants 
the product and the service that 
goes with it, he must be willing to 
pay for it. Volume business at a 
lower per unit profit may be what 
some retailers want, but I want to 
think there are enough people will- 
ing to give me a decent profit. So 
far, I'm doing well,” he said. 

Because he has been successful, 
Goldberg allots the remaining 10 
percent of the budget to improve 
customer relations and to create 
good will. 

The big event is a Christmas 
party each December for old cus 
tomers. Early in November espe 
cially engraved invitations are sent 
to some 350 people who have pur- 
chased appliances from him 

Other events include open houses 
during which old customers are in- 
vited to see the latest appliances. 
Goldberg's six salesmen are always 
on hand to keep the guests happy 
as well as to answer questions. End 
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Introducing the first and only automatic washer 
with STAINLESS STEEL zvszde and out! 


* Loyalist 


'y BLACKSTONE 


. NOW! See why it’s the most practical washer made today! Ne 















NOW/ sLacksTONE GIVES YOU THE “HOTTEST” 
SALES EXCLUSIVES ON THE MARKET! 


Women go for the lifetime beauty and wear of the gleam- Women know and value the lifetime service and the pro- 
ing stainless steel top! No other washer offers a more practi- tection stainless steel tubs give clothes! You don't have to 
cal, extra work surface! For only stainless steel can't be stained, sell your customers the advantages of gleaming stainless steel! 

, , They know from everyday experience, stainless steel can't wear 
scratched, chipped — can't crack or peell Even heat can't 


erg : ; ; ; out or chip, rust and corrode, as other materials do! Dirt and 
blemish its sparkling beauty. Gleaming stainless steel top is soap scum can't stick to it—rinses clean instantly! Clothes 


the newest, most popular feature you can offer in home laundry wash more thoroughly, come out fresher, cleaner than ever 
appliances today! before possible! 


Plus! MORE EXCLUSIVE-QUALITY BLACKSTONE FEATURES TO HELP CLOSE MORE SALES! 


7 


NEW “VISUALUX” CONTROLS on THE MECHANICALLY TIMED "Auto. AGITATOR WASHING provides AUTOMATIC WASHING CONTROL VIBRATION-FREE DESIGN. The en- 





vm 


gleaming gold and chrome panel, Tro!” provides surest protection most efficient washing possible— with amazing "Flex-O-Trol”. As- tire operating mechanism and tub 
Light up for easier reading! Easier against breakdowns! Eliminates any in splash-proof tub holding @ big, sures maximum safety and control are cushioned in rubber to absorb 
dial setting! electrical gadgetry 9-lb. load! under every washing action! all vibration. Fits in any 25" space. 
Don’t wait! Get all 
the facts from your 
BLACKSTONE Distributor JAMESTOWN, NEW YORK 


America's Oldest Manufacturer of Home Laundry Appliances 





Vani) agile kitchen clocks! 


















KITCHEN-MATE, $4.50°* KEYNOTE, $5.98" 


pretests prove 


they can make record sales for you! 





These two new General Electric-Telechron clocks have already proved they can earn 





plenty of money for you! Customer-appeal tests put them way up at the top of the list. And no 
wonder! These smart, color-styled clocks are loaded with sales-exciting features. 


KITCHEN-MATE: Model 2H104. ‘‘Float- 

ing’’ numerals with 3-D effect, com 

* pletely dust-protected with wide-angle 

8 vision crystal. Popular size: 6% inches 

| SJ in diameter, 2% inches in depth. Popu 

lar color combinations: white case with 

red, turquoise, yellow or pink dial and 

numerals. Hands in beautifully accent 

ing colors. Popular price: a customer 
pleasing $4.50*. 


KEYNOTE: Model 2H106. Versa 
tile! Hangs on wall or stands on 
shelf. Height: 5 inches, Width: 
7% inches. Four popular color 
combinations: light pink dial, 
pink case; light yellow dial, yellow 
case; white dial, red case; white 
dial, white case. Decorator-styled 
with embossed chrome-color 
panels, at a popular $5.98"! 








Be sure to stock and promote these pretested NEW clocks—backed by full-color, full pages and double spreads 
in Reader’s Digest, The Saturday Evening Post and Sunday Supplements. Call your distributor salesman — today! 


Clock and Timer Dept., Housewares and Radio Receiver Division, General Electric Co., Ashland, Mass, 


GENERAL @ ELECTRIC 


Selec LON 


*MANUFACTURER 8 RECOMMENDED RETAIL OR FAIR TRADE PRICE, PLUS APPLICABLE TAKES. 
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Bullt to live up to its Double Guarantee with New Design ...New Dependability Features 


@ New “Stroke-Saver Action" @ New adjustable Suction Dial 
@ New double-duty Fioor-n-Rug Tool @ New no-clog Toss-Away Bag 
@ New built-in Swivel Wheels @ New 2-tone Turquoise Color Styling 


@ New exclusive Reel-Away Cord Storage 





Mode! SC-1 
Nationally Adverti 


*69 
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.. the ONLY Cleaner with a 


GUARANTEE 








GUARANTEE 


anteed free facto etects tor 
Motor unit guar ot cote ce 
five full years... OF repaired or re 














ixth year on factory 
.00 Allowance during © : 
<a for new deluxe Westinghouse cleaner 





Ihe Strongest Sales-Clincher Ever Offered! 





You can prove it’s built better! Only the Westinghouse cence with guaranteed trade-in value! 

“Carousel” is made to live up to a 5-Year Performance The Double Guarantee not only helps you sell today 
Guarantee . - «five times more assurance of dependability it automatically makes each customer a prospect for a 
than any ordinary cleaner! deluxe Westinghouse Cleaner of tomorrow . . . builds 
You can guarantee its future value! Only the Westing- both present sales volume and future business! 
house “Carousel” protects customers against obsoles- 

* 

Profits up to 48.5%... National Advertising ... Free Sales Helps... 
Big Local Advertising Program! Act Today! Get In on Special Introductory Deais! 
~ 
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ADMIRAL Refrigerators 


Admiral Corp. 
1191 Merchandise Mart, 
Chicago, 54, Ii. 


Models: ys delux 
D1105 and DAILIO 
Selling Features: Both models have 
10.7 cu, ft. capacity with frozen 
food capacity of 63 |bs.; Lifeguard 
inside door release; deep capacity 
door shelves; full width transparent 
crisper; swing-out butter-and-egg 
chest; choice of pink, green, yellow 
or white exteriors; Arctic mist 
porcelain interiors; a kit of inter 
changeable front panels to fit re 
cessed top section of door in 5 col 
ors is also available; both models 
feature modern square tops for cus 
tom installation 

Model DAI110 also has push- 
button automatic defrosting 
Prices: $279.95 and $299.95 respec 
tivels 


refrigerator 


MODERN MAID 
Surface Unit 


Tennessee Stove Works, 
Chattanooga, Tenn. 


Device: Modern Maid Super-Thin, 
drop-in, 4-unit cooking top 
Selling Features: Unit slips easily 
into single cutout and entire unit 
including conduit box is 3 inches 
deep; drawers directly beneath can 
be used; no undercounter work 
necessary; may be wired in and 
completely installed in minutes; 
available in stainless or coppertone 
porcelain; a set-on griddle designed 
for use on either of giant units, can 
be stored in a drawer when not in 
use; Thermal Eye surface unit is 
optional 
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ADMIRAL Freezer 


Admiral Corp. 
1191 Merchandise Mart, 
Chicago, 54, Ill. 


Model: No. 11U50 upright freezer, 
designed to match deluxe refriger 


itors DAIIOS and DAIIIO. 


Selling Features: Has 10.7 cu. ft 
frozen food capacity; holds 360 
lbs.; 4 quick-freezing shelves; 4 
deep capacity, removable shelves 
on inner door; full width, glide-out 
storage basket has 37 lb. capacity 
built-in door lock; open shelf dé 
sign permits free circulation of cold 
air throughout interior; choice of 
pink, green, yellow, or white ex 
teriors; Arctic mist porcelain in 
teriors; a kit of interchangeable 
front panels cut to frt top section of 
door in 5 colors is also available; 
square top design 

Price: $229.95 





PHILCO 1957 Laundry Line 


Phileo Corp., 

Tioga & C Sts., 

Philadelphia, 34, Pa. 

Models: Philco 1957 laundry line 
includes 4 automatic clothes wash 
ers, 3 electric, and 4 gas clothes 
dryers and 7 wringer washers 


Selling Features: The 4 automatic 
washers feature “ball point bal- 
ance”’~—a new suspension system 
that eliminates heavy weights, 
springs and snubbers usually used 
to counterbalance high speed spin 
forces, and eliminates need for cut 
off switch for unbalanced wash 
loads. It uses a ball point plate 
which cushions drive of spinning 
tub and keeps it in perfect bal 


NEWS 


ance, operating on same principle 
a8 4 gyroscope or spinning top; ac- 
celeration of wash tub in high 
speed spin dry cycle is controlled 
by special clutch mechanism, 
which automatically controls ac- 
celeration according to load. 

New positive fill control auto 
matically fills wash tub with correct 
amount of water for each wash 
load regardless of water pressure, 
prevents use of excess water. 

Automatic “water miser’’ control 
is also connected to positive fill, 
saving up to 154 gal. per load. 

Other automatic washer features 
include overflow rinse, a spray and 
a power rinse; non-clog pump; suds 
bank automatically pumps out and 
returns first wash water for reuse 
and adds right amount of hot wa 
ter for second wash; automatic cycle 
control once set, automatically al 
lows washer to fill proper level, 
wash, rinse and spindry; “fine fab 
ric’ cycle for synthetic fabrics; 
automatic sediment ejector; ‘auto 
matic thermostatic temperature 
control mixes hot and cold water 
for temperature selected 


Dryers 


Electric dryers use “Dual Heat” 
drying—with convected and radiant 
heat; plus a suction air-flow system. 
A 20-load nylon mesh lint trap, is 
used on 4 models; a metal screen 
lint trap on 3 models; deluxe model 
control centers provide settings for 
every load; a variable temperature 
control plus a “no heat” setting 
for fluffing pillows, blankets, etc. 

Other 1957 clothes dryer features 
include cycle completion signal; 
heat shuts off 5-min. before cyck 
is completed; interior light; fluores 
cent control and work light; auto 
matic safety door switch; chrome 
and Coppertone back-splash. 

Gas models provided with stand 
ing automatic pilot for safety; rust 
proof tumble drum of aluminum 
bronze baked enamel finish on per 
forated steel; deluxe models avail 
able in white, suntone or startone 


Wringer Washers 


Seven wringer washers complete 
the line—2 ““T'win-A-Matic” are the 
top models; 16 Ibs. can be washed 
in the 2 tubs; top ““Twin-A-Matic” 
has “Magic Stop” wringer that can 
be stopped by tugging clothes 
through wringer; other features in 
clude a _ corrugated, high-vane 
aluminum agitator; porcelain tubs. 
A pump is optional, on all models. 
Prices: Automatic washers from 
$229.95 to $369.95; dryers from 
$229.95 to $279.95; wringer wash 
ers, from $99.95 to $239.95 
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LEWYT Cleaner 


Lewyt Corp., 
60 Broadway, 
Brooklyn, 11, N. Y. 


Device: New Golden Lewyt No. 90 
Selling Features: All stecl, 2-tone 
pistachio green and ivory cleaner 
with gold wands and ivory attach 
ments; retains big wheels intro 
duced in 1954; small wheels in rug 
’n floor nozzle has a Fuller brush 
that adjusts to 4 different cleaning 
positions; other new features in 
clude gold power dial, foot switch 
more powerful dual-turbo motor; 
newly designed built-in tool rack 
in rear of machine, non-clogging 
vinyl hose; lock-seal gold wands, 
allergy-proof filter system; pistol 
grid; Speed-Saks for dust disposal; 
built-in chlorophyll deodorizer. 

Price: $89.95 with attachments 





UNIVERSAL 
Sewing Machine 


Standard Sewing Equipment Corp. 
76 9th Ave., 

New York, N. Y. 

and 1139 S$. Wabash Ave., 

Chicago, Ill. 

Model: Universal automatic sewing 
machine 

Selling Features: Any designed 
stitch pattern may be obtained by 
referring to Stitch Selector Guide 

a device that calculates settings for 
the machine by showing illustrated 
patterns numbered to correspond 
with proper cam settings—these are 
done by level adjustment; simple to 
operate; sews backward and for- 
ward, straight or zig-zag stitch; 
built-in light; modern design in 2- 
tone color 
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NEW COLORS... Zeaond Foc SUPER-REGENT for 1956 


TUBS NEEDED 








. 
MAKING GOOD WASHERS FOR OVER 50 YEARS « MANUFACTURED BY CENTRAL RUBBER & STEEL CORPORATION « FINDLAY, OHIO — 
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HOTPOINT BIG-BIN ROLLERS 
TWO-DOOR COMBINATION 
REFRIGERATOR-FREEZER 
MODEL 6ERI2 @ 12 Cubic Foot 
ADVANTAGES ROLLERS © 91-Pound-Capacity True Food Freezer 


@ Big*Bin Door Shelf 
@ Frost-Away Automatic Defrosting 
@ Dairy-Stor @ New 4-Way Shelves 


FOR EVERY 
BUDGET! 
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Ud 
y MODEL 6EW12 
ROLLERS INCLUDED 









: 
MODEL 6ELI! 
ROLLERS INCLUDED 


MODEL 6€G12 
ROLLERS OPTIONAL 
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HOTPOINT EYE-Hi COMBINATION 
WITH FREEZER AT THE BOTTOM 


@ 11.4 Cubic Foot Capacity 

@ Giant 123-Pound-Capacity Freezer Below 

@ Frost-Away Automatic Defrosting 
Hotpoint's new Eye-Hi model has the refrigerator 
at convenient eye level—stores the foods used 
the most where they can be reached the easiest! 


HOTPOINT TWO-dor COMBINATION 
REFRIGERATOR-FREEZER 


@ 12 Cubic Foot Capacity 
@ 91-Pound-Capacity True Food Freezer 
@ Frost-Away Automatic Defrosting 


Spacious Freezer Compartment has its own outer 
door, Refrigerator Compartment features Hot- 
point's famous 4-Way Aluminum Shelves and Frost- 
Away Automatic Defrosting. 


HOTPOINT GIANT-CAPACITY 
TRUE COMBINATION 


@ 12.2 Cubic Foot Capacity 

@ 75-Pound-Capacity True Food Freezer 

@ Frost-Away Automatic Defrosting 
Has the storage space and many of the deluxe 
features of Hotpoint’s biggest combination. Total 
shelf area: 19.1 square feet! 


SEE YOUR HOTPOINT DISTRIBUTOR FOR COMPLETE INFORMATION ON HOTPOINT REFRIGERATORS, AND ON HOTPOINT’S LIBERAL 
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HOTPOINT 
LOW COST BIG-BIN 
REFRIGERATOR 





@ 10.8 Cubic Foot Capacity 


@ Full Width, 49-Pound-Capacity 
Freezer 


© Big*Bin Door Shelf 





@ Full-Width Chiller Tray 
@ Butter Bin 





HOTPOINT BIG-BIN 
SINGLE-DOOR COMBINATION 
REFRIGERATOR-FREEZER 


@ 12.2 Cubic Foot Capacity 

@ 75-Pound-Capacity True Food 
Freezer 

@ Big*Bin Door Shelf 

@ Frost-Away Automatic Defrosting 

@ Doiry-Stor 

@ New 4-Way Shelves 








HOTPOINT 

COMPACT 
REFRIGERATOR- 
FREEZER 


@ 10.8 Cubic Foot Capacity 

@ 75-Pound-Capacity True 
Food Freezer 

@ Frost-Away Automatic 
Defrosting 

Amazingly compact, but offers 

so much. Has convenient Dairy- 

Stor, plus plenty of tall-bottle 

space in both the refrigerator 

and lower Aluminum Door 

Shelf. 


















MODEL 6EG!1! 
ROLLERS OPTIONAL 


Alse Included in the Line is Hotpoint’s 7.7 Cubic Foot Capacity Super-Stor 
Refrigerator (Model EBS) for Families With Small Budgets or Limited Space. 
HOTPOINT REFRIGERATORS ARE ALSO AVAILABLE IN 5 BEAUTIFUL COLORTONES 


In addition to Classic White, Hotpoint offers a choice of Sunburst Yellow, Meadow 
Green, Coral Pink, Seafoam Blue and Woodland Brown. 


look to Hotpoint for the finest hint 


FINANCE PLAN—MAKES IT EASY TO BUY ...EASY TO SELL! 
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HOTPOINT LOW-PRICE 
REFRIGERATOR-FREEZER 


@ 10.7 Cubic Foot Capacity 

@ 75-Pound-Capacity True Food 
Freezer 

@ Frost-Away Automatic Defrosting 

A true combination at the price of an 

ordinary, conventional refrigerator. Like 

all Hotpoint Refrigerator-Freezers, it 

features two separate cooling systems. 


HOTPOINT CO. (A Division of General Electric Compony) 


RANGES + REFRIGERATORS - AUTOMATIC WASHERS » CLOTHES 
DRYERS + DISHWASHERS + DISPOSALLS® + WATER HEATERS 








PNOW... 
Another 
Hotpoint 





Exclusive 
ROLLERS ON ALL 
Pade) 111 1 
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AiR CONDITIONERS =+ CUSTOMLINE 


5600 West Taylor Wrest, Chicage 44, ilinels 
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BARTON Laundry Line 

The Barton Corp. 
West Bend, Wis. 

Models: ‘Two new automatic wash 
ers and matching gas or clectri 
dryers plus a low priced automati 
washer, 
Selling Features: Custom Deluxe 
automatic washer No. 256A has 9 
Ibs. dry clothes capacity; control 
panel ifluminated by indirect light 
ing in colors; top loading; wash 
control dial controls complete cycle 
automatically; flexible control per 
mits stopping, starting, repeating, 
any portion of wash, rinse or dry 
cycle; pushbutton automatic water 
temperature control; automatic fill 
ing provides for partial or complete 
fill plus a setting for automatic fill 
ing at low water pressures; 31 min 
maximum cycle time; porcelain 
enamel tub has new hydraulic bal 
ance feature which retains small 
quantities of water to compensat 
bor out of balance loads; spins at 
approximately 625 rpm; Bakelit 
agitator has 4 high vanes; sediment 
trap and ejector tube discharge: 
heavy dirt and sand during spin 
cycle; fluid drive; no-bolt-down; 4 
h.p. motor; uses 16 gal. hot, 24 
ol cold water for full load; 2 spray 
rinses and one deep continuous 
overflow rinse and another spray 
rinse; suds return S256A available 
optionally at extra cost; porcelain 
top cabinet with white baked 
enamel side panels. 

Custom Deluxe automatic elec 
tric dryer £2156, holds up to 18 
Ibs, damp or 9 Ibs. dry clothes; il 
luminated, control panel with col 
ored indirect lighting; damp-dries 
full load in 20-25 min.; completel) 
dry time depends on size a load 
usually from 30 to 45 min.; timer 
selective up to 120 min. shuts off 
automatically at end of cycle; tem 
perature control ranges from 140 
to 180 degs. F; aluminum finished 
steel drum has 3 baffles, rotates 
counterclockwise at 50 rpm.; one 
baffle in drum is removable; sun- 
arc element located above drum ra- 
diates infra-red rays downward over 
4 drum area; uses 4600 watts—2300 
at low setting; suction blower draws 
air over clement and through clothes 
at high velocity; high limit thermo- 
stat re-sets automatically: lint trap 
on top of control pancl; venting 
adaptable for outdoor, to right, left 
or rear of cabinet; illuminated in- 
terior; safety door; cycle starts when 
door is closed; 4 h.p. motor with 
automatic over-load protection. 

Custom Deluxe gas dryer N2156 
has same features as electric with 
17,000 btu gas burner for use with 
natural, LP or manufactured gas; 
automatic “Mini-Pilot” ignition. 
Prices: Washer, $299.95; electric 
dryer, $239.95; gas dryer, $279.95 
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DOMINION Steam Iron 
Dominion Electric Corp. 
Mansfield, O. 
Device: Dominion steam and dry 
iron. 
Selling Features: Weighs 3 Ibs.; 
features a form-fit handle with right 
ind left thumb rests; fingertip tem 
perature control; uses tap water; 
button nooks; large soleplate with 
scientifically designed steam vents 
Price: $14.95 


ae 


} 





KOFFEEKIT 


Jack Keefe Mfg. Co. 

2319 Hampton Ave., 

St. Lowis, 10, Mo. 

Device: Koffeckit, portable instant 
coffee maker No, 225, 

Selling Features: Kit consists of 4 
cup polished aluminum electric pot 
with ebony Bakelite top and han 
dle, cool base, plus 2 taste-free un 
breakable cups and spoons, com- 
plete with red plaid waterproof 
zipper bag; and 2-02. jar of instant- 
coffee; 600 watt a.d.c.d 

Price: $7.95 


THbo! 


preveevcereetam 
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CAVALIER Heaters 


Cavalier Corp., 
343 W. First St., 
Chattanooga, 2, Tenn. 


Models: 3 new Cavalier bathroom 
heaters, 2 automatic and 1 non 


automatic, 


Selling Features: Automatic models 
are equipped with liquid-filled 
thermostats; space-saving wall in 
sert type make a completely flush 
installation; stainless exteriors; gal 
vanized metal wall box cannot rust; 
grill edge designed to stay cool; 
can be used on any type wall sur 
face; aluminum reflectors 





Styles include CB-1, 5A tall 
model, 1500 watt automatic; CB-], 
25C, compact style, 1250 watts 
iutomatic; and CB-l, 25B Econ 
omy-keyed model, 1250 watts. The 
1250 watt models are 115/120 
volts, the 1500 watt model, 230 
240. 

Prices: CB-1, 5A, $26.70; CB-1, 
25C, $21.34; CB-1, 25B, $14.20 








G-E Automatic Washer 


General Electric Co., 
Home Laundry Dept., 
Louisville, Kentucky 


Device: No. WA-755N Filter-Flo 
iutomatic washer with a new Suds 
Return System. 

Selling Features: Suds Return Sys 
tem operates by 2 pushbuttons, au 
tomatically pumps hot, filtered wa- 
ter into storage tub at touch of 
Save Suds pushbutton at beginning 
of wash cycle—water is then ready 
for re-use in a second wash by 
touch of “Return Suds” pushbut- 
ton. 

Other features include choice of 
warm water rinse or cold water 
rinse; separate water temperature 
pushbutton controls permit selec 
tion of hot or warm wash water and 
warm or cold rinse water; double 
cycle control for normal loads or 
for delicate fabric loads; Delicate 
wash cycle—a special short cycle 
providing shorter activation and 
rinsing, and reduced spin period; 
2 separate cycles are operated by a 
sin le illuminated double-cycle con- 
trol dial—on both cycles the washer 
will wash, spin, rinse, damp-dry and 
shut itself off automatically. 

Filter-flo wash system is main 
tained; lint and soap scum are car 
ried out of ba Fo as wash wa- 
ter overflows into outer tub; water 
is pumped back to wastebasket 
through a removable filter placed 
on Activator top; removable filter 
also acts as a detergent dispenser. 

Washes up to 10 lbs. in normal 
cycle and up to 12 Ibs. special 
heavy fabrics; up to 20 gal. water 
can be saved by using Water Saver 
pushbutton control when washing 
small loads. 

Exterior design matches GE’s 
dryer DA-720-N; available in white 
or any GE Mix-or-Match color— 
pink, turquoise, yellow, cadet blue 
ind woodtone 





ROYAL Cleaner 


Royal Appliance Mfg. Co., 

1975 E. 61st St., 

Cleveland, 3, Ohio 

Model: Royal upright cleaner No 
801. 

Selling Features: New ¢ h.p. motor 
providing greater above-the-floor 
cleaning efficiency, the manufac 
turer claims; restyled red and gray 
cloth bag with zipper for easy re 
moval of disposable paper dust bags; 
nozzle is 14 in. wide with motor- 
driven brush, rubber bumper and 
headlight ‘“Adjustorite” nozzle 
height indicator. 





PERFECTION Ranges 


Perfection Industries, 
Div. Hupp Corp. 
7609 Platt Ave., 
Cleveland, 4, Ohio 


Models: Perfection 40-in. model 
L-242, and 30-in. L-232. 

Selling Features: Both models fea 
ture a Robertshaw ‘“Thermal-Eye’ 
automat top-unit temperature 
control that regulates heat so food 
cannot burn or scorch; Other fea 
tures include fast-heating Chroma 
lox Microtube surface units; 7-heat 
dial controls; all controls on illumi 
nated, tall backguard; timed con 
venience outlet, white, acid-resis 
tant titanium porcelain enamel 
finish. 

No. L-242 features a Multi-Use 
cooker equipped with “Thermal- 
Eye” control for automatic deep 
well cooking; (the 8-in. burner can 
also be raised to serve as 4th sur 
face unit); Super Oven, 24 in. wide 
inside, with automatic clock-con 
trol on both models. 30-in. model 
features a full-width storage drawer 
under oven. 

Other models in 1956 line in- 
clude a 40-in. L240 and 30-in. 
L-230 with high-speed surface 
units, 7-speed controls on_ tall, 
classic background, Super oven in 
[-230 and Banquet oven in L-240 
A space-saver model, 20-in. wide, 
with Banquet oven and 4 fast-heat 
ing surface units is also included 
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Cut yourself 
in on the... 


RANGES THAT MAKE 
SELLING A PICNICY 



















WESTINGHOUSE 


DISTRIBUTOR FOR THESE GREAT SALES-BUILDING, MONEY-MAKING LEADERS 


PERFECT MODEL FOR REPLACEMENT SALES FASTEST SELLING MODEL IN THE INDUSTRY 
36” EJ RANGE...CHOICE OF 5 COLORS 30” FJ RANGE... CHOICE OF 5 COLORS 


* BIG 24° MIRACLE SEALED OVEN © BIG 24” MIRACLE SEALED OVEN 
© INFRA-RED, FLAVOR-SEALED BROILING * SUPER COROX SURFACE UNIT...RED HOT IN 20 SECONDS 
* FOUR FAST COROX SURFACE UNITS © COLOR GLANCE CONTROLS...DIAL ANY HEAT 

* FULL-WIDTH STORAGE DRAWER * NON-FOGGING LOOK-IN DOOR 

* ELECTRIC CLOCK AND AUTOMATIC OVEN TIMER * ELECTRIC CLOCK AND AUTOMATIC OVEN TIMER 





WATCH Wi ESTIN GHOUSE WHERE BIG THINGS ARE HAPPENING FOR YOu! 
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Amazing new appliance... 
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A natural Summer Sales leader! 


ICE JET FOLLOWS THE LEAD SET BY 


Nationally 
Advertised 
at *16%5 


NEW YORKER 
ESQUIRE 
SUNSET 
HOLIDAY 


JUNE, 








THE WARING BLENDOR 


The most complete blendor line—9 
models to please every taste, every 
wallet. WARING — the name that sells 
BLENDORS — the BLENDORS that sell 
ICE JETS. 
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WARING ICE JET 


BLENDOR ATTACHMENT 


Demonstrate it— 
It sells on sight— 
Crush 4 trays of cubes 


in 90 seconds! 





It’s new—the power-driven home ice crusher! 
Just hatched this Spring —ICE JET has 
already proven it can move fast! And the 
warmer the weather, the faster it will sell! 
Any salesman can demonstrate it. (One New 
York dealer demonstrated his way to 78 ICE 
JET sales AND 32 BLENDOR sales in one 
week!) ICE JET breaks the ice with your cus- 
tomers—and sells WARING BLENDORS too! 





THESE ALL-TIME WARING CELEBRITIES... 


FREE Dealer Promotion Kit contains 


WARING ICE JET displays, streamers, tags, enve- 
lope stuffers, newspaper mats, recipe booklets. 
Send for yours! 





SE E THE ICE JET — POPULAR NEW ADDI- 
TION TO THE WARING “HOME TEAM” OF APPLI- 
ANCES. VISIT WARING, BOOTH #s 272, 274, 276, 
ATLANTIC CITY HOUSEWARES SHOW JULY 9 to 13 





WARING PRODUCTS 


THE WARING MIXOR WARING “Durabilt” IRONS CORPORATION, 
The most advanced design in the Folding irons that travel across the A subsidiary of Dynamics Corporation of America, 
hand field, only WARING h h lobe and th . Th 
powre far punch handie! So light, ms die. cemaiete ACDC ete samy ie a 25 West 43rd St., New York 36, N. Y. 
tinctive-looking with the most power in the business, three models retail priced 
its class! Retails at $17.95. as low as $6.95. 
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MILLER Clocks 


Hewerd Miller Clock Co., 
Zeeland, Mich 


Models: ? decor itive W il] clo b ; 

Selling Veatures: ‘Triangle’ kit 
design model features satin chrom 
lucite or mat-black metal; the 3 
points of triangle are drawn to 
Olid wood dial by fine wires 9 
button marks in arced groups of 
3 within wire-formed section com 
plete “numeral’’ arrangement 

Diamond cut-outs clipped to | 


slender spokes radiating from dial 


to a diameter of } im. im bra 

with black dial or in sheer metal in 
alternating hues of orange and 
yellow with birch center, or mat 


white with bla 





I 

Twelve lender spokes wedged 
into circular wood center is the 
third design pokes are of polished 
chrome or bra vith mat blacl 
cial 

All available with Chronopak 
fittings 


Price: From $25 to $60 


SOFTMAGIC Water Softener 


Gotomapte Corp. 

609 W. Putnam Drive, 

Whittier, Calif. 

Device: Softmagic automatic water 
softener 

Selling Features: Handles full 
household water supply; fits into 
space 36x244x18 in. comes com 
pletely self-contained, requires no 
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addition of gravel or sand; uses 
self-contained 30 gal. fiber glass 
brine built-in tank; automatic tim 
ing device with “Hi-Flo” valve in- 
dicates when unit is regenerating 
ilso when it requires salt; baked 
enamel and porcelain finish. 





DOMINION Toaster 


Dominion Electric Corp. 

Mansfield, O. 

Device: Dominion automatic pop 
up toaster No, 1120 

Selling Features; Silent timer; 
chrome finish with contrasting 
handles and trim; color control 
clector provides toast in any de 
gree of shading from light to dark 
hngertip release permits inspection 
it any time without interrupting 
normal toasting cyck hinged 
crumb tray in base 

Price: $16.95 





BROIL-QUIK 
Oven-Toaster-Broiler 


The Peerless Corp. 

615 W. 13 1st St. 

New York, 27, N. Y. 

Model: Jumbo size model D oven 
toaster-broiler. 

Selling Features: Toasts 8 slices or 
20 small rolls or buns at a time; 
ilso broils; a.c.-d.c. complete with 
(-E. cord set 


Price: $29.95. 





G-E TELECHRON Clock 


General Electric Ceo., 
Ashland, Mass. 


Model: “Keynote” kitchen clock 


Selling Features: Can be hung on 
wall, placed on shelf, or used to 


decorate top of refrigerator or other 
appliance; Body bold dial for easy 
time telling; available in pink, red, 
yellow or white; hands and numer 
als are black with sweep second 
hand in red; embossed metal panels 
on either side of dial; 54 in. high, 
74 in. wide; 2% in. deep. 

Price: $5.98 plus tax. 





SWEDEN Juicer 


Sweden Speed Juicer Corp. 
3401 17th Ave., W., 
Seattle, 99, Wash. 


Device: New Sweden Speed juices 
Selling Features: Automatic feed 
combined with juicer cover in |] 
piece molded unit; juice extraction 
obtained through distributing pulp 
evenly in extractor—pressure of fruit 
or vegetables against stainlesl stecl 
cutter controlled so juice cells are 
opened with minimum bruising, 
retarding fermentation and retain 
ing true natural flavor; feeding is 
jutomatic, no plunger required; new 
improved safety switch control con 
sists of toggle switch on side and 
micro-switch control on locking 
handle. 

+ h.p. G. E. motor with grease 
packed bearings; black and whit 
finish. 





CLUBMASTER Coldbar 


Norco Sales Corp., 

1263 Westwood Bivd., 

Los Angeles, 24, Calif. 

Device: Clubmaster coldbar com- 
bination refrigerator and bar in 
single cabinet. 

Selling Features: Cold storage sec- 
tion has 14 cu. ft. capacity with 
40-cube ice tray, utility tray and 
shelf; walnut, blond oak or ma 
hogany cabinet with antique 
bronze trip, cabinet measures 
444x24x22 in.; brass piano-hinge 
employed in swinging doors; con- 
tents of upper and lower compart- 





ments protected by safety locks; 
upper or bar compartment features 
glass shelf for storing glasses, mir- 
rorback and alcohol-proof finish; 
ball-bearing casters for portability; 
refrigeration system operates on a.c 
or d.c.; has automatic thermostat 
control 





CAMFIELD Power Tools 


Camfield Mfg. Co., 

Grand Haven, Mich. 

Models: Camficld new Powel! 
Plus” 4 in. drill, CPT-3; 64 in 
saw; and 24-piece 4 in. drill kit. 
Selling Features; Drill CP'T-2 ha 
power key chuck design with 
‘chuck-lok”; Hi-Temp steel gear 
said to deliver more “twisting 
power” at drill points; multiple bal] 
thrust bearing and self-lubricating 
bearings; drills wood, aluminum 
steel, iron, brick, concrete, masonry 
etc.; has a 4 in. capacity in steel 
4 in. in hardwood; a.c.-d.c. 1800 
rpm motor; automatic l-finger trig 
ger lock; Saf-T-Grip handle alu 
minum alloy housing in Hammer 
stone finish. 

64 in. portable saw CPT-] fe 
tures 64 in. combination blad 
with rips, cross cuts, miters; 5500 
rpm a.c.-d.c, motor; cutting capacity 
2% in. vertically, 1% in. at 45 degs.; 





adjusts for depth of cut from 4 to 
-s in., and for positive bevel cut 
from zero to 45 degs.; special rip 
fence; E-Z-Eye shield; large shox 
for left or right cutting; built-in 
blade protecting pedestal; Ham 
merstone grain finish with rec 
trim; Cari-Case with compartment 
for extra blades and parts availabl 
for $10. 

24-piece 4 in. drill kit CPK-] 
features a $ in. drill with power 
key chuck design, chuck-lok, hi 
temp steel gears plus attachment 
for drilling, grinding, polishing, 
sanding, buffing and include a hori 
zontal drill stand, twelve 4-in. 
sanding discs; 43 lambs wool bon 
net, 4 in. sandpaper pattern; 3 in 
in grinding whask 4 in. rubber 
backing pad and a set of drill bits 
and a 6-piece arbor set. 
Prices: Drill, $24.95: Saw, $49.95. 
kit, $24.95, 


JUNE, 1956—ELECTRICAL MERCHANDISING 

















2,900,000 
APPLIANCES 


NOW TAGGED TO SELL FASTER! 
Y WSE-TESTED 


test a great variety 
ALL'S TEST ROOMS we 

ot cor aatneae and products. We use ae ag het 
way you do in your home. That's why, pry te — 
tested a product and like it, we believe you Ii ht ; 












MAYTAG Melsinaton NECCHI TAPPANn 
ELINA [wnivensac) Yoo muus HARDWICK 
Dazev (Dies NORGE Presto’ <g> senpix 
RODER CUEND Waring KitchenAid’ BROTHER 


Here are the three big ways McCall’s Use-Tested Tags 
help speed the sale of new appliances: 



















© AUTHORITY... . Certification of the performance 
features of the appliance, by the world’s most authori- 
tative homemakers, the editors of McCall's, backed by 
McCall’s 23 years of product-testing experience. 


® SELLING INFORMATION... Finger-tip facts and 
point-by-point information on performance and features 
of the appliance under actual working conditions. 


UNIVERSAL iC) 


i i ularly for sev- 
d this automatic percolator reg 

oa aie and found it made excellent — pe = 
it at Mild, Medium and Strong, made both full p 


and half. It was consistent in producing a good brew 


to suit each taste — required no attention. 

it pours easily and paprce vo Ad ee 
— yw me Coffee holds at serving temperature 
for hours without increasing strength. 

FEATURES WE ESPECIALLY LIKE: i 
FULLY AUTOMATIC — brews coffee, then keeps it war 
REDI-LITE — glows when coffee is ready. 
FLAVOR-SELECTOR — for any strength of ape 
GOOD DESIGN — modern, graceful, functional. 

















© EDITORIAL SUPPORT ... Every month McCall's 
12,000,000 readers learn about the informative, reliable 
new guide to appliance buying —McCall’s Use-Tested 
Tags—in the pages of McCall’s. 


Right now more than 2,500,000 new appliances made by 
18 famous manufacturers are being sold with McCall's 
Use-Tested Tags—dramatic proof that McCall’s Use- 
Tested Tags help new appliances sell faster! 





To put your product's name on the McCall's Use-Tested 


‘ve used it and we like it!” AAR AiARE RAIA den cai e call 


McCall's, 230 Park Avenue, New York 17, N. Y. 


MeCalls 
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BRAND NEW NORGE 






-with a tervifie new 


Safety-First Food Freezing On All Models 
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Model VFD-187 


New 18.3 cu. ft. Deluxe Upright 








Exclusive Dri-Wall Condenser with 
the "silver lining” prevents condensa- 
tion— guarantees a dry cabinet ex- 


terior in any climete. 


Safety Lite* in Norge emblem tells 
when freezer is operating properly. 


Safety-Guard Cold Control auto- 
matically maintains true-zero. 


Upright Freezer Features 


New Defrost-Drain banishes “wet- 
towel” defrosting. 


Jet-Freeze Shelves provide uniform 
circulation of sub-zero cold. 


Exclusive Roll-Out Utility Tray puts 
small items within easy fingertip reach. 


Roll-Out Ice Cube Keeper make 
ready-made ice cubes instantly 
available. 


Sort 'N Stack Food Guards simplify 
food sorting and rearranging. 


New Package Dispenser dispenses 


as many as 24 packages—allows you 
to see the entire supply at a glance. 


ice Cream Bar gives quart and small 
size cartons of ice cream positive 
protection. 


Exclusive Bakery Bar tilts-out from 
door. Provides extra-convenience in 
storing dozens of bakery items. 


Available in color—to match, blend 
or contrast with your decorating 
scheme. 


Plus | 2 other big new selling features. 


Chest Freezer Features 


New Sharp-Freeze Compartment 
provides extra-low temperatures for 


proper quick-freezing of foods. 


Floating Action Lid is counterbal- 
anced to lift with finger-touch ease. 





Adjustabie Dividers provide flexible 
storage arrangement to meet individ- 
val needs. 


Storage Baskets keep foods within 
easy reach. Baskets slide and can be 
lifted out. 

*Not available on Model VFD-147 and VFD-187 


NORGE 








i Model VFC-.147 











New 14.3 cu. ft. Custom Deluxe Upright 
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FREEZER LINE 
ram! 





price prog 





Armed to the teeth with exclusive features— and 
priced to make freezers as easy to move at retail 
as any other major appliance! 


This is it! The one new line that’s built to make freezers one of the 
biggest money-makers in your store! It’s all new, completely new, 
with every model loaded with features you can point to—features 
you can demonstrate—features you can merchandise to the hilt be- 
cause they’re exclusive with Norge! 


And this ’57 Norge Freezer Line is introduced with a new, realistic 
price program that lets you sell freezers at such bargain prices your 
customers will snap ’em up. Prove it to yourself. See the new Norge 
Freezers—compare the features—compare the value—at your Norge 
Distributor’s today! 


IT’S TOUGHER THAN 


EVER SELLING AGAINST 
NORGE IN '56 





NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation 


Merchandise Mart Plaza, Chicago 54, Ill. Canada: Addison's Ltd., Toronto 











Model VFD-147 


New 14.3 cu. ft. Deluxe Upright 
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New 16 cu. ft. Deluxe Chest 
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New 20 cu. ft. Deluxe Chest 
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Kelvinator announces an extensi 
teel kitchen cabinet line in 12 
olor plu white New color 
idded include green, pink, tan and 
luc 

Sink-cabinet have been in 
creased to nine, and are available 
in 72, 66, 60, 54 and 42 in. sizes 
with single and double compart 
ments, drainboards and recessed toe 
space A compact 42-in, sink 
cabinet has regular depth compart 
ment and a 10-in. deep tub com 
partment. This model is adaptable 
for use with gas or electric built-in 
surface cooking tops; Built-in su 
face units can be installed in any 
sink front and a choice of plastic 
counter tops. 

Built-in oven cabinets for gas and 
electric units are also included in 
line. Base cabinets are 344 in. high 
without tops, and come in a variety 
of drawer and shelf arrangements. 

A corner base peninsula with one 
shallow roller drawer and cupboard 
with one full-length stationary 
shelf. A revolving corner base cabi 
net has 2 Lazy Susan shelves. 
Utility and broom cabinets are also 
included. 

All wall cabinets are 13 in. deep 
in 12, 18 and 30 in. heights 
Widths range from 12 to 54 inches 
The line is complete with many 
accessories such as flower dispenser, 
recipe card rack, condiment rack, 
cup hooks, cake pan, lid rack, utility 
basket 


A new laundry tub, designed to 
compliment today’s modern auto 
matic washers and dryers, with a 
water capacity large enough to ac 
commodate any washer with a 

suds-saver” feature, has been an- 
nounced by the W. P. Johnson 
Co., Des Moines, Iowa. 

The new drain tub called the 
“Suds Tub” has slim, clean lines 
ind is finished in white baked 


enamel; of double-tub construction 
with insulating air space to retard 
heat loss of water, the tub stands 
counter-top high, has a heavy lid 
that serves as a work space; wrap 
‘round design; 4 heavy-duty, ball 
bearing casters for moving to wher- 
ever needed. Comes complete with 
i oversized drain hose 





The Gibson Refrigerator Co., an 
nounces a new kit for “‘all-the-way 
in” room mounting of their win 
dow air conditioners. Designed to 
permit installation under codes pro 
hibiting projection of air condition- 
ers beyond the window glass line; 
windows may also be raised or low- 
ered to facilitate window washing. 
Mounting leaves space under air 
conditioner for installation of stor 
age cabinets, bookcases or other 
decorative furniture. Side scoops 
provide outside air to louvers in 
side 





Fresh’nd-Aire Div. of Cory Corp 
announces a “Style-Gard” panel 
accessory which slips easily into 
place on the front of the new 
Fresh’nd-Aire “Constellation” or 
“Deluxe” air conditioner, when the 
unit is not in use. The panel cov 
ers all automatic push-button con 
trols and the rest of the face of 
the inside cabinet. Of high-impact 
plastic, it comes in sand tan beige 
to match the air conditioner color 
s« heme , 


A new line of Pyrex hcat-resistant 
glass bakingware has been an 
nounced by Corning Glass Works 
in two new colors, turquoise and 
yellow. The new colors are avail- 
able in a 9-inch pie plate, an 8-inch 
square cake dish; an 84 inch round 
cake dish; a 2-quart casserole; two 
sizes of oblong utility dishes. All 
may be used for baking, serving, 
storing and freezing. 

In addition Pyrex mixing bowl 
sets are now available in pink or 
turquoise; these tempered glass 
dishes may be used in the oven, 
freezer or in electronic ovens. 
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NEW WESTINGHOUSE 


Salk your 














Handsome Star Value. Exclusive 
Silver Safeguard Chassis. 4 Tubes. 
In Black, Ivory, Coral. (523T4 
Series) 





Sparkling Showpiece. Full tone, 
Alnico V Speaker. 5 Tubes. In 
Black, Green, Red and Gold, Tan 
and Gold, Gray and Plaid. (499T5 
Series) 





THE HOLIDAY 3-Way Portable has UNBREAK.- 
ABLE CASE, exclusive “Sweep-Back"’ Color Styl- 
ing, Two-Position Battery Clip, Automatic Volume 
Control, Super-Power antenna and speaker, Fold- 
Back Handle. In Gray and Black, White and Sand, 
Green and Spruce Green. (Model 557P4 Series) 


Sleek Sonoramic. Full-Range 
Dual Speaker system. 5 Tubes. In 
Black, Ivory, Maroon, Green, 
Gray. (434T5 Series) 





Radasonic. Fine Wood 
Cabinet. Swivel Stand. Phono 
Plug-In. 6 Tubes. In Mahogany, 
Blond Birch, Silver Walnut, 
Leather. (45716 Series) 







—_—_—_—==—==4 
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Mame RAIA: 
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“SELL-ON-SIGHT” RADIO LINE WILL... 


sping sales (rive 


Make the most of today’s booming radio market . 


. profit from 


a sales-avalanche so big it even fooled the experts. And, the best way of 

all to cash-in on this unprecedented demand is to stock, show 

and sell Westinghouse PRECISIONEERED Radios. They're the 
fastest-moving because they have more color... . 


more quality . . 


THE RAMBLER Personal Portable has 
UNBREAKABLE CASE, BRAIDED “PROME- 
NADE” Wrist Strap; exclusive money-saving 
“Battery-Saver"’ Switch. Smaller, lighter, smarter 
.. with the features and tone of sets far larger; 
far more costly. In Tan and Brown, Gray and 
Black, White and Sand. (Model 562P4 Series) 


Decorator - Design — Budgel- 


Beauty. Silver Safeguard Chassis. 
4 Tubes. Automatic Wake-Up 
Music. In Black, Ivory, Coral. 
(538T4 Series) 





Custom Clock-Radio, 5 Tubes. 


Automatic Shut-Off, Wake-Up, 
Alarm. In Gray and Maroon, 
Ivory, Green, Rose and Black 
(547TS Series) 


. more “Sell-On-Sight” features. 











De Luxe Cleck-Radie. 5 Tubes. 
Automatic Shut-Off, Wake-Up, 
Alarm, in ivory, Rose, Black. 
(544T5 Series) 





Catendar Cleck-Radie. Shui -Ofl, 
Wake-Up, Alarm. Appliance out- 
let. In Ivory and Gold, Maroon 
and Gold, Black and Gold, Gray 
and Gold, (486TS Series) Also, 





“SHOWER 


display... 





OF GIFTS” PROMOTION PROVES SMASH SUCCESS... 


Builds traffic and profits for dealers everywhere! Cal! your Westinghouse Distributor now! Get your FREE 6-set metal 


the FREE Promotion Package with Ad Mats, Banners, Display Ideas, Radio Spots. Everything tells everyone 
about Westinghouse ‘Gift’ Radios. . 


. and, it’s all FREE! 


without Calendar, (475T5 Series) 








WATCH ESTINGH OUSE WHERE BIG THINGS ARE HAPPENING FOR YOu! 
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DON GABBERT “SHOPS THE 
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MARKET AT HIS DESK” 


.-. with ELECTRICAL MERCHANDISING advertisements 


Don Gabbert, new President of NARDA and 
owner of Gabbert’s in Minneapolis, has sold 
major appliances, electric housewares and 
radio-TV sets for 10 years. Here is what he 
says about ELECTRICAL MERCHANDISING and 
the way he reads and uses it. 


Don Gabbert says... 

“As long as I’ve been in business I’ve been 
an ELECTRICAL MERCHANDISING subscriber. 
In my experience I’ve found the advertise- 
ments very helpful because they let a dealer 
shop the market at his desk. 


There have been frequent occasions when an 
advertisement prompted our interest in a 
line to make us call a distributor to learn 
more about a particular number. 


ELECTRICAL MERCHANDISING gives me ad- 
vance information as to what's happening 
in the market. Sometimes we read advertise- 
ments in it which bring out product features 
of our own merchandise in advance of reg- 
ular announcements. 


ELECTRICAL MERCHANDISING’S stories make 
it a wonderful guide in handling sales or de- 
veloping departments. If a dealer is contem- 
plating a new department it is a good place 
to find out how other dealers tackled the same 
problem. I find it does a constructive edi- 
torial job for dealers and is certainly not just 
a reporting magazine but one which helps us 
to be sounder in our promotional thinking. 


I am now keeping all issues about three years 


Klectrical 


for reference. Each issue of ELECTRICAL 
MERCHANDISING has something in it which 
I can use to help me plan and make impor- 
tant business decisions.” 


Proven sales ideas... 

America’s top dealers and distributors find 
that ELECTRICAL MERCHANDISING’S editors 
pack every issue with practical, proven, for- 
ward-looking sales ideas. They interpret 
what is going on in the market with easy- 
reading features which help promotion- 
minded dealers like Don Gabbert plan their 
selling efforts. 


Top readership ... 

And, beyond top editorial coverage, adver- 
tisers get top advertising readership .. . the 
final ingredient in successful trade adver- 
tising. 

Dealers find ELECTRICAL MERCHANDISING 
to be their most useful publication for adver- 
tising. They are twice as likely to pick it up 
purposely to read the ads than the field’s 
second publication. 


Builds distribution ... 


Because dealers save ELECTRICAL MER- 
CHANDISING and refer to it frequently, a 
single advertisement gets the cumulative 
impact of several insertions. Use it regular- 
ly. You’ll find your advertising dollar work- 
ing harder and going further to build dis- 
tribution and cut sales costs. 


Merchandising 


alone will cover the market alone 
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new...with a terrific 
ready-made market 


WEST BEND — - 


0 cup 


AUTOMATIC 
COFFEE MAKER 


fully 
automatic 














WEST BEND ALUMINUM co... ry ee ee 
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Two new cabinets have been added 
to the Beauty Queen line: $18CD, 
a 4-drawer steel base cabinet, 18-in. 
wide; has three lower slide-out 
drawers hidden by a full door 
S41CBP, corner base peninsula 
cabinet, can be used as room divide: 
or corner cabinet. Front has one 
drawer, one door and a full shelf; 
back has _ two full-width doors. 
l'oledo Desk & Fixture Co., Mau 
mee, © 





A Do-It-Yourself, 64 inch portable 
electric saw is announced by Por- 
ter-Cable Machine Co., Syracuse, 
N. Y. It is also available in kit 
form. The kit includes a rip guide 
for fast and accurate straight or 
bevel ripping, a protractor gauge for 
all straight or angle cutoffs and a 
handy welded steel carrying case 
The saw weighs 11 lbs; has a 14 
h.p. motor that drives its 64 in 
blade at 3670 rpm and cuts dressed 
2x4’s at 45 degs 





Republic Steel Kitchens, Can- 
ton, O. announces a new series of 
ventilator cabinets and matching 
vent hoods. The cabinets are 36 
in. wide, 18 in. high and 13 in. 
deep; have full-swing double doors; 
and are cut out to accommodate 
Trade Winds 2501 or NuTone 
870 exhaust fans. The matching 
vent hood, designed to direct fumes 
and cooking odors from range to 
exhaust fan, fastens to underside 
of ventilator cabinet. Both units 
available in turquoise, pink or yel- 
low. 


JUNE, 





Two new “Eveready” flashlights 
ire announced by National Carbon 
Co., Div., Union Carbide and Car- 
bon Corp. No. 3231 and 3331, 
using two or three “C” size cells. 
Ihe 2-cell flashlight is a smaller 
version of the “All-American” 3251, 
and features a chromeplated, seam- 
less metal tube and red polyethylene 
lens guard, retails for 99¢ without 
batteries. The 3-cell Pocket Spot- 
Lite has qualities similar to the 
2-cell model and is the first flash- 
light of its kind manufactured to 
use “C”’ size cells 





A new water cooler, weighing 70 
lbs. and big enough to cool 2.1 gal. 
water per hour, is announced by 
Cordley & Hayes, New York. Occu- 
pies 1 sq. ft. floor space and is 36 
in high; other features include a 
plastic bottle ring; non-breakable 
plastic drain bucket and a thermo- 
static control; uses a hermetically 
sealed 4 hp. compressor 





A new method of fastening sink 
tops called “Snap-On” is an- 
nounced by the Harrison Steel 
Cabinet Co., 4718 W. Sth Ave., 
Chicago. No tools required—merely 
set in place, apply moderate pres- 
sure and the sink top is securely, 
rigidly and permanently in place, 
and perfectly aligned. 
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This smiling greeter is about to spread some good news. He’s sales manager 
Charles Rippe, and chances are he’s about to point out to his visitor that Hamilton’s 
early-56 sales set a brand new record. Then he’ll show the line that did it... talk 
about Hamilton’s network of extra-strong independent distributors ... and outline 


Hamilton’s big Fall plans. By then e 
they’ll both be smiling. If you’d like to 
feel happy about your home laundry automatic WASHERS « AUTOMATIC DRYERS 


business, try a Market-time visit to  ¢TpqNeesT EXCLUSIVE LAUNDRY LINE GOING! 
1175 Mdse. Mart. Works wonders. 
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HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 

















WESTINGHOUSE 
Air Conditioners 


Westinghouse Electric Corp. 
Springtield, Mass. 

Models: 2 new room air condition 
ers RW-75 and RW-1002 

Selling Features; RW-75, 1 hp. 
capacity; RW-1002, | h.p.; both 
models equipped with thermostatic 
controis as standard equipment to 
provide constant control of selected 
temperature settings; single dial 
control permits selection of desired 
temperature and humidity; adjust 
able No-Draft grilles allow direct 
ing flow of air to any part of room; 
“flush-mount” feature permits unit 
to be installed completely on out 
side of window with minimum 
extension into room, 

Price: RW-75, $274.95; RW-1002, 
$289.95, 





HOMEAIRE Air Conditioners 


York-Shipley inc., 

York, 

Device: York-Heat-Shipley “Home 
aire” line of 12 year ‘round air con 
ditioners. 

Selling Features: Flexibility of heat- 
ing and cooling capacities featured; 
12 models idiots 3 different ca- 
pacities of furnaces, either oil or 
gas fired, with 2 different cooling 
capacities available for each furnace 
size, complete “Homeaire’’ heating 
cooling package occupies less floor 
space than most furnaces; designed 
for operation in a basement or 
utility room or closet 

Available with precharged refrig 
erant line which can be connected 
to condensing unit and evaporator 
without use of special tools. 

In all models change from heat 
ing to cooling is “m2 by turning 
a tight-sealing changeover vane at 
front of unit; burner operation dur 
ing cooling cycle is prevented by 
an automatic pressure safety switch 
that cuts burner out. With oil- 
fired burners, heating capacities are 
75,000, 100,000 and 125,000 btus. 

as gas-fired burners have pe 

cities of 85,000, 114,000 anc 
1,000 btus. 

ties size of heating-cooling 

package requires 29x44} in floor 
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space, stands 534 in. high; taupe 
and-white cabinet houses high-pres- 
sure atomizer type, motor-driven 
blower, evaporator coil, refrigerant 
feed (Freon-22)—everything but 
condensing unit. Cooling coil is 
placed in air stream so that all air 
comes into contact with cold coil 
assuring maximum cooling and de 
humidification. 

All condensing units use ait 
cooled principle of waterless refrig 
erant cooling; units for remote in 
stallation built to withstand rigors 
of climate, 





DIXIE Air Dryer 


Adams Equipment inc., 
Jackson, Mich. 


Device: Dixie low cost dehumidi 
fier, 

Selling Features: A } h.p. hermeti 
cally sealed unit with a Tecumseh 
compressor; will dry air in room up 
to 10,000 cu. ft; removes 3 gal. 
water every 24-hrs at 90 degs. F, 
with 90% humidity; suitable for 
variety of installations—from floor 
joists in basement, under utility 
table etc. 

Price: $79.50 





AIRTEMP Conditioner 


Airtemp Div. 

Chrysler Corp 

1600 Webster St., 

Dayton, 1, Ohio 

Model: Airtemp 2-ton “packaged” 
waterless central home air condi- 
tioning system, No. 1118. 
Selling Features: Contains in one 
package everything required includ- 
ing ductwork to air condition a 
new existing home up to 1100 
sq. ft.; especially designed for at- 
tic eo the unit is 294 in. 
wide, 234 in. high and 36té in. 
deep; stmndtie thermostat has an 
on-off switch, a fan switch which 
permits selection of continuous or 


Air Conditioners 
and Fans 


automatic blower operation; Fiber- 
glas ductwork; flame resistant, light, 
easy to handle—come prescored and 
shipped flat; need only to be folded 
to form box-shaped insulated ducts 
that will absorb noise and will not 
sweat; 5 individual room diffusers 
mount in ceiling and have adjust- 
able louvers to direct cool air flow 
in any direction. System may be 
located in basements, crawl space 
or tied into existing warm air heat 
ing. 

Price: “Less than $750 installed.” 








FASCO Ventilators 


Fasco Industries Inc., 
Rochester, 2, N. Y. 


Models: F'asco builders special line 
of kitchen ventilators, Nos. 952, 
953, 950 and 951. 

Selling Features; Outside doors are 
positive-action type, cushion sealed 
for air-tightness; Nos. 962 and 953 
have doors and motors that are 
switch started; Nos. 950 and 951 
are actuated by pull chain which is 
pre-installed before delivery; simple 
installation no header or cross 
beam is needed for support; hous 
ings are nailed to outside sheathing; 
tube assemblies are inserted in hole; 
BX wire pulled into box and con- 
nected to pre-wired cover assembly; 
motor snaps into place is held rigid 
without mounting screws; white 
grill. No. 950 and 952 for walls 4 
to 8 inches thick; No. 951 and 953 
for walls 8 to 15 inches. 





KORD Fan 


Kord Mfg. Co., 

4510 White Pieine ‘Ra, 

New York, 70, N. 

Model: Kord cradle fan. 

Selling Features: May be tilted 
front and back; protected by Safe- 
Tee-Gard grill; streamlined; ivory 


JUNE, 





finish; available in 10 and 12 in. 
sizes. 





CHELSEA Floor Fan 


Chelsea Fan & Blower Co., Inc 
Plainf‘eld, N. J. 


Model: Constellation portable floor 
fan. 

Selling Features: Automatic therm- 
ostat controls and complete con- 
vertibility to window, Rofl-a-Bout or 
tilt type floor fan; available in 16 and 
20-in. models; 2-speed, electrically 
reversible; capacitor motor, may, 
even while running, be operated at 
ultra low “Lo” speed for noiseless 
cooling; window panels and Roll-a- 
Bout stand available as accessories, 
also floor stand which permits head 
to rotate through operating range; 
easy to reach controls grouped at 
top, sturdy flanged frame; front and 
back have fingerproof, removable 
safety grille; Seafoam green finish. 








DIEHL Fan 


Diehl Mfg. Co., 
Somerville, N. J. 


Device: Dieh] portable 3-way venti 
lator. 

Selling Features: Can be set in 
window frame for use as an exhaust 
or intake fan by reversing its posi 
tion, or set on floor or table as 
room air circulator; newly designed 
“lapped” blades; cools as many as 
5 rooms from any one installation; 
8 in. thick; weighs 30 Ibs.; adjust- 
able frame fits any window 28 to 
39 in. wide; rubber feet; front and 
back close-meshed safety grilles; 
2-speeds; oyster white finish. 


Plugmold 2200 is the name of a 
new combination multi-outlet wir- 
ing system and steel baseboard de- 
veloped by Wiremold Co., Hartford 
10, Conn. It provides electrical 
outlets on 30 or 60 in. center, and 
has extra capacity to carry addi- 
tional wiring for future expansion. 
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SANO-FRESH Odor Remover 


Sano Industries Inc. 
300 W. Adams St., 
Chicago, 6, III. 


Device: 2 new air purifying and 
odor removing filter units for home 
use, 

Selling Features: Available for 
kitchen use as well mounted unit 
and as bathroom unit mounted on 
stool; both units use activated char- 
coal; purifies and recirculates air; 
simple to install; low cost, replace 
able filters last over 4 months un 
der normal use; aluminum and 
stainless steel in colors 

Price: “Under $40.” filter refills 
QSé 





FASCO Fan 


Fasco Industries, Inc., 
Rochester, 2, N. Y. 


Model: Fasco 16 in. oscillating fan, 
No. 167-ss 
Selling Features: 2-piece “Super 
Safety’ guard made of wire rings 
on 4 in. centers, cadmium finish; 
can be removed for cleaning; deep 
pitched 16-in. aluminum blades; 
3-speeds: high—1520 cfm; medium 
1210 cfm; or low—940 cfm; alumi 
num die cast base can be mounted 
on wall or set on level counter or 


hd 


desk; weights 25 Ibs; gray finish. 


Briefs 


Bell Electric Co., Chicago, Il. 
announces a new hanger outlet that 
permits an electric clock to hang 
flush to the wall. Made of heavy- 
gauge durable metal, the outlet 
plate features a built-in hangar 
prong which securely holds the 
clock; plates are available in 
chrome, brass, satin brass, chrome 
on brass, ivory or brown crackle, 
white or ivory paint. 


NEW PRODUCTS | 
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s their eye 
























P but automatic 


comfort really 
makes ’em buy! 


A-P’'s Model 


ay Fitty-Five 


~™ Control 


Gives you a choice of 4 different automatic thermostats —- You 
sell more heaters because buyer selects the one accessory best 
suited to his needs and budget. You offer the best deal in “tailored” 
comfort on the market! 

Constant comfort with fuel-saving economy Typical installa- 
tion showed an inside temperature variation of only 2°, while out- 
side temperature varied 43°. 

immediate, trouble-free installation Electric and non-electric 
accessories can be attached in minutes, No need to break line. 
Fully guaranteed performance One basic control replaces the 
usual old-fashioned multi-unit control. Fifty-Five warranty covers 
the complete ‘package’! 





attached to basic 
quiet snap ac- 
ol package for 
ers, wall fur 





ke it a point to request 

rs equipped with the 
-Five gas control 
er how easily 
all these 





Manufacturers! 


New ‘'Plip-facts" pre- 
sentation has a ter- 
rific profit story for 
you, You set the date 
~~ we'll be there, 


PAGE 131 











Take the dealer’s own words 


Phe Magnavox Gold Seal 
Warranty is the greatest sales help 
in IV today! 


Here are excerpts, taken from scores of unsolicited 


letters received by Magnavox 


LOS ANGELES 





"The Magnavox Gold Seal Program is wonderful, "The Gold Seal Program has made our salesmen 
terrific .. . now dealers can buy with con- happy because they can sell up easily, and 
fidence, our men can sell with confidence. close a sale quicker. We make more profit, 
Hats off to Magnavox!" and this makes us happy, too." 
Mr. Richard Hirsch, president Mr. Herman E. Platt 
Hudson—Ross The May Company 


“. , » @ terrific move on the part of Magnavox. PHILADELPHIA 


Will help our men sell up and sell more 





Magnavox, meaning more profit for Carson's. "Looks to me as though Magnavox leads again 
A good merchandising tool." with their new Gold Seal Program." 
Mr. Gene Spadoni, TV buyer Mr. William Leahy 
Carson, Pirie, Scott & Co. John Wanamaker 
HOLLYWOOD 
"Congratulations to Magnavox for pioneering "With the advent of the Gold Seal Program, 
the Gold Seal Program. We're making 1956 television has come of age. Once again 
our Gold Seal year!" Magnavox has set a pattern of leadership that 
Mr. Abraham Kaye, general manager the industry must follow or fall far behind." 
Liberty Music Shops, Inc. Mr. William Denels 





Denels Music Shop 
Kt) (ON 


Magnavox Gold Seal instruments carry a full 
year’s warranty on all tubes, all parts—and a 
service guarantee for 3 months. Only Magna- 
vox gives your customers this protection— 


"The idea behind the Gold Seal Program is 
probably the greatest aid to TV selling since 
its inception. Customers demand service— 
now Magnavox sees that they get it." 
Mr. L. V. Lennon, Music department 
Paine Furniture Co 


gives you this assurance of higher profits and 
lower service costs. The Magnavox Company, 


Fort Wayne 4, Indiana. 














The Magnarama 24 with 2 speakers. The New Yorker 21 offers big picture The Videorama 21 with new Stereo- The moron gs ~ 24 with 3 high 
Top tuning controls cone vealed ‘by cover TV in extremely compact cabinet. Two sonic sound, Four speakers (2 on each fidelity _ ers, 10-watt audio am- 
whieh projects sound forward when 8” extended-range speakers, Sliding side of the By Complete with plifier. In genuine mahogany with 
open, turns off set when closed, In panel conceals all controls, In Syntex stand, $299.50 (VHF). Slightly higher stand $349.50 (VHF). Slightly higher 
cordovan with stand $249.50 (VHF). mahogany finish $249.50 (VHF). with table illustrated, with table illustrated. 


Other Magnay or I y models as low as $1 19.50 (\ HF) the magnificent 
High fidelity table models from $99.50 we q oe awvox high fidelity television * radio-phonographs 
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PHILCO Portable TV Sets 


Philco Corp., 

Tioga & C Sts., 

Philadelphia, 34, Pa. 

Models: Philco portable ‘T'V sets in 
14 and 17-in sizes. 


Selling Features: 14-in. models in- 
clude 2002C with steel cabinet in 
charcoal gray; antenna optional; 
adaptable for UHF; printed cir 
cuits; No. 2004G, aluminum cab 
inet in green and ivory; handle; ad- 
justable antenna; adaptable for 
UHF; aluminized tube; filter lens; 
printed circuit; No. 2004F, alumi 
num cabinet in flame and ivory 
with same features as above; and 
No. 2004SP in spice and ivory with 
same features. 

17-in. models 3034SS with alumi 
num cabinet, surf and sand finish, 
tear drop design; 3034B with 
bronze and buff finish and 3034SO 
with saddle finish, all with same 
features as 2004G. 

The 14 in. models weigh ap 
proximately 26 Ibs; the 17-in 
models approximately 32 Ibs 





ADMIRAL Portable TV 


Admiral Corp. 

1191 Merchandise Mart, 

Chicago, 54, Ill. 

Model: Admiral personal portable 
10-in. TV receiver. 

Selling Features: 90 deg. deflection 
picture tube provides 534 sq. in. 
viewing area; powered by 9000 
volts; set weighs 164 Ibs. in alu- 
minum, measures 87 high, 10% 
in. wide and 134% in. deep; con- 
tains a printed circuit chassis; con- 
tains 14 tubes including picture 
tube and is available in VHF or 
UHF models; cabinet back is com- 
pletely finished, neck of tube is 
fully enclosed in cabinet; channel 
selector and fine tuning knob are 
located on top of cabinet; other 
controls are arranged V-shaped in 
front of tuning knob; curved optic 
filters and small detachable feet; 
telescopic rabbit ear antenna can 
be attached to back of cabinet and 
folded out of sight when not in 
use; available in 6 colors, 5 of them 
2-tone. 


NEW PRODUCTS ... «TV and Radio 





HOFFMAN Portable TV 


Hoffman Electronics Corp., 
3661 S. Hill St., 
Los Angeles, 7, Calif. 


Model: Hoffman portable 14-in 
“Featherlite” TV set. 

Selling Features: 14-in. (diagonal 
measurement) picture tube; Neu 
trex light shield; weighs 26 Ibs; 
measures 133x108x154 in.; bal 
anced finger-grip handle; V-type 
telescopic antenna attached to back 
of set at slight extra cost; alumi 
num cabinet finished in mar, scuff 
and alcohol resistant Dura-Hide 
finish; 14-tube chassis; Hoffman's 
power-magic tuner, side controls; 
aluminized picture tube, 40 me Ih 
stage; amplified AGC. 

Price: $129.95 





ADMIRAL 1957 TV Sets 


Admiral Corp., 
1191 Merchandise Mart, 
Chicago, 54, II. 


Models: Part of Admiral’s 1957 T'V 
line includes four 2l-in sets—2 
tables and 2 consoles. 

Selling Features: ‘Two new finishes 
—metallic bronze and grey linen on 
the 2 table models which are also 
available in charcoal, mahogany 
and blonde oak. 

Console models feature curved 
optic filter screens to reduce glare 
and reflection. 

All models have gold colored 
metal picture frames and newly de- 
signed tuning knobs with gold trim; 
top front tuning; meine 2 picture 
window for easy cleaning inside 
glass and face of tube; built-in 82 
channel UHF-VHF tuner that 
spins like fishing reel for fast chan 
nel selection is optional. 

Table sets have a 6-in. speaker; 
one model can be turned on or off 
by pushing button in left tuning 
8 


New deluxe 300 chassis is fea 
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tured in the consoles and T323A 
table series. T323B1 table model 
has the Imperial 400 chassis with 
super phew “9 circuit. 

Every chassis has a dual selenium 
diode that replaces a vacuum tube 
to hold set in horizontal synchro- 
nization; and printed circuit boards 
dipped in solder. 

Consoles features off the floor 
cabinet design, ©323A16 has a 
‘Lazy Susan” swivel and the swivel 
is optional on C323A6, 

Table models T323Al_ and 
1T323Bl1 have optional matching 
consolette type bases with a swivel 
or 5-in. rubber wheels. On the lat- 
ter the optional base contains a 
built-in speaker matched to the 
speaker in the set, providing full 
fidelity sound. 


Prices: From $179.95 for T323A] 
in charcoal metal to $339.95 for 
console ©323A19 in Sierra finish. 





ADMIRAL Sun-powered 
Radio 


Admiral Corp. 

1191 Merchandise Mart, 

Chicago, 54, Hil, 

Device: Admiral sun-powered, tube 
less radio, 

Selling Features: Contains 6 tran 
sistors in place of vacuum tubes; 


32-cell “Sun Power Pak’ available 





“SUN POWER PAK” 


optionally to harness sunshine for 
powering the instrument; this ac 
cessory plugs into back of unbreak- 
able cabinet and converts sun rays 
into electrical energy, can also oper- 
ate on overcast days; can be acti- 
vated equally well by an artificial 
sun such as a high voltage bulb or 
an infrared lamp; without Sun 
Power Pak the transistor radio can 
be operated by 6 ordinary flash- 
light batteries. 

Set contains a new pushbutton 


“Rotoscope” antenna which pops 
up from cabinet and is fully di 
rectional; antenna alone is rotated 
for best reception permitting 
speaker to always face listeners; 
available in choice of four 2-tone 
colors, 

Price: $59.95; Power Pak, $175; 
leather case for set and Pak, $29.95 





PHILCO Transistor Radio 


Phileo Corp., 
C & Tioga Sts., 
Philadelphia, Pa. 


Model; New 7-tube transistor radio 
“Transistor-7”’. 

Selling Features: Uses Philco “Sur- 
face Barrier” transistors; designed 
for portability, it is also a home 
radio suitable for any room; oper- 
ates for approximately 250 hrs. on 
paws from 2 ordinary flashlight 
vatteries; this “cordless” radio is 
33 in. high, 7-in. wide and 2 in, 
deep; permanent magnet speaker 
and Magnecor antenna; genuine 
leather carrying case; fitted with 
earphone jack, and ear-piece and 
cord is available as an accessory; 
plastic case has double black tri 
angle inset against ivory back 
ground 


Price: $75 including case 





MAGNAVOX 
Transistor Radio 


The Magnavox Co., 
Ft. Wagne, 4, Ind. 


Device: Magnavox “Companion” 
personal portable transistor radio 
AM-2, 

Selling Features: New IF and RF 
circuits; red, ivory and black case 
is 1 %x34x54 in; case designed for 
color interchangeability~a red front 
can be combined with a black bach 
or a black front with a red back or 
any other combination of 6 combi 
nations, 

Contains 6 transistors plus | ger 
manium crystal rectifier which are 
hermetically sealed; a 23 in. high 
Magnavox speaker; direct drice tun- 
ing control easy-to-read dial; circuit 
includes age; large ferrite core; high 
gain AM antenna; 450 KC Il Su- 
perhet; uses only 1 low-cost battery; 
weighs | Ib. 4 oz. including battery. 
Price: $64.50 including battery 
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DeWALD Transistor Radios 
DeWald Radio Mig. Corp., 


35-15 37th Ave., 
Long island City, 1, N. Y 


Models: 2 new all-transistor radios 
Tuckaway and Westerner 
Selling Veatures; Tuckaway No. K 
544, is a pocket model in genuine 
top grain leather case which takes 
one battery that gives over 200 hrs 
playing time; weighs 13 oz 
Western, K-702, in genuine sad 
dle leather top grain cowhide cab 
inet features 2 small batteries that 
power set for 1500 hrs. in normal 
use. 
Prices: Tuckaway, $44.95 less bat 
tery; Western, $59.95 less batteries 


r 






CROSLEY Radios 


Crosley Div., 
Aveo Mig, Corp., 
Cincinnati, O. 


Models: 2 new portables P-SOBK 
and P-60GY and one table model 
T.60OGY 

Selling Features: P-SOBK, The Sea 
side, 3-way portable in a non-break 
able Cycolac case, 

P.60GY, The Palm Springs, also 
with Cycolac unbreakable case, de 
signed for 3-way operation by a.c., 
d.c, or battery; both available in 
several colors; Seaside has 3 differ- 
ent front panels, swirl black, beige 
and white; Palm Springs, marine 
blue, gray pink and red; both port 
ables have spun aluminum tuning 
dials; small knob in front turns set 
on and off, adjusts volume; larger 
dial selects stations; handles match 
cabinet colors and are trimmed 
with gold metal work 





T-60GY, table model with long, 
low line, ‘The Ranchero, is available 
in charcoal, green, gray, ivory and 
red; carries multi-purpose tubes; 


extra-strong permanent magnet; 


printed wiring chassis 
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NEW PRODUCT 


Prices: Vrom $39.95 for Seaside 
ind Ranchero to $49.95 for Palm 
oping 





DeWALD Radios 


DeWald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City, 1, N. Y. 


Models: Two new DeWald radios 
Moderne No. K-412, and Radio 
time, K-545 clock radio. 

Selling Features: Moderne, a table 
a.c-d.c, model had new modem 
lines; plastic cabinet 9x5x54 in., 
in walnut or ivory. 

Radiotime has new Gain-A-Matic 
circuit; self-starting square design 
clock in plastic cabinet 54x9x5 in 
in ivory or walnut. 

Prices: Moderne, $17.95 walnut; 
$18.95 ivory; Radiotime, $29.95 
walnut; $30.95 ivory. 








we AWS =. 
PHILCO Portable Radios 


Phileo Corp., 
C & Ticga Sts., 
Philadelphia, Pa. 


Models: 4 new portable 3-way ra 
dios called “Rough Riders” to em 
phasize ruggedness. 

Selling Features: ye 4 No 
676, has Briarwood finish, top 
grain cowhide; styled with circula: 
brass-colored grille with a design 
matched tuning knob. 

Sportster, No. 675, natural fin 
ish, top grain cowhide, gold-colored 
accents on tuning knob and speaker 
cover, 

I'wo other models in line Knock 
about, No, 672, in Florentine green 
Sur-V-Lon with black stitching: 
and Rancher No, 670, in black case 
with red stitching. 

All models have 5-tube printed 
wiring circuits. 

Prices: Mustang, $44.95; Sportster, 
$39.95; Knockabout, $34.95; 
Rancher, $29.95. 


Radios, Phonos, 
. . Recorders, Briefs 





MAGNAVOX Hi Fi Phono 


The Magnavox Co., 
Ft. Wayne, 4, Ind. 


Models: Magnasonic 420 and 210 
have been changed in styling and 
acoustical cavity design. 

Selling Features: Electronic equip- 
ment remains the same as previous 
models; cabinet styling has been 
changed; No, 420 will have new 
model number CP 291B for phono 
and 292B for radio-phono. New 
number for 210 is CP271B for 
phono and 272B for radio-phono; 
mahogany finish, 








FANFARE Phono 


Fanon Electric Co., Inc., 
150-09 S. Road, 
Jamaica, N. Y. 


Model: No. E-60, ‘Frolic’, 3- 
speed automatic phono. 
Selling Features: Plays 7, 10 and 


12 in. records with automatic 
changer that includes intermix and 
slumber switch features; also has 
dual sapphire styli, Alnico V speak- 
er; housed in compact, lightweight 
carrying case in choice of contrast 
ing leatherette coverings. 

Price: $49.95. 





WEBSTER Teletalk Intercom 


Webster Electric Co., 

Racine, Wis. 

Device: Teletalk intercom for an- 
swering front door. 

Selling Features: Consists of a pair 
of 2-way, flush-mounting units 
made of weatherproof brass; one 


is set into outside wall next to 
front door; has separate pushbut- 
ton which connects to doorbell, 
chimes or buzzer; the other speaker- 
microphone can be installed any 
where in house—preferable in front 
hall or kitchen. 

Additional installations up to 10 
sfations can be placed through 
house to help save steps. 





RCA Recorder 


RCA Victor Radio and 
Victrola Div., 
Radio Corp of America, 
Camden, N. J. 


Model: Congressional, No. 7TR2, 
portable tape recorder 
‘ 


Selling Features: A push-button, 2 
speed recorder in tan simulated 
leather case with black, silver and 
gold colored tape transport; weighs 
334 Ibs; features a 4-tube (includ 
ing rectfier) amplifier; 5x7 in. 3.2 
ohm v.c speaker, specially designed 
ceTtami high impedance mIcro- 
phone with 7-ft. cable; fits into 
storage well on top of transport; 
accessory cable with alligator clips 
also included. 

Can record or play back at 74 
or 3} ips on magnetic-coated tape, 
permitting up to 2 hrs. speech or 
l-hr. music recording on one 7-in. 
reel: dual track mechanism; con 
trolled by 4 push-buttons for play, 
record, fast forward and fast re 
wind, and an extra large “stop” 
bar; pilot light indicates when 
power is on; recording level indi 
cation given by 2 neon bulbs. 

Other models in new line are 
Judicial, 3-speaker hi-fi portable; 
Legislator, 3-speaker hi-fi consolette 
in mahogany or light oak. 

Prices: Congressional, $159.95; Ju 
dicial, $199.95; Legislator, $279.95 
in mahogany. 


TV Briefs 

Superex Electronics Corp., 4-6 Rad 
ford Place, Yonkers, N. Y., an- 
nounces a new Ferrite Core Kit 
containing 27 pieces. Price, $2.25. 


Satchell-Carlson Inc., New Brigh- 
ton, St. Paul, Minn., announces 
the new Super-Cascode all-channel 
UHF-VHF TV tuner in kit form, 
which will modernize the following 
1955 and 1956 S-C sets to all 
channel tuning: series 551,2 and 
3; series 5501,2, 3; 561,2 and 3; 
5601,2 and 3; 56 and S6WR. Kit 
includes complete tuner wired, and 
ready to plug in and matching 
knob assembly. 
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Best sellers in the house! 


Right now these famous NBC Television stars are set- carry. The personal selling of Dave Garroway, Arlene 


ting up sales for Carrier Weathermaker Air Condi- Francis and Steve Allen always adds up to bigger sales 
tioners. Morning, noon and night on TODAY, HOME and and greater profits for appliance dealers. 
TONIGHT they’re going right into their viewers’ homes, ; ec 
ore oe So keep your Carrier air conditioning products up front 
stirring up hot prospects, making cool customers. : : 
€up se B and top them with colorful T-H-T displays featuring 


Just think of the cumulative impact of these person- Dave, Arlene and Steve ... they're your best sellers! 


alized, in-home demonstrations of the products you oe TELEVISION NETWORK a service of Ri) 
« eo A 


T-H-T: TODAY starring Dave Garroway HOME starring Arlene Francis TONIGHT starring Steve Allen 
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these FACTS mean $$$ to YOU! 






an 


world’s first and only truly 
pocket-size, ALL-transistor radio 


is still the 


ONLY 12 OUNCES 


~ Still America’s 


LOWEST 
PRICED* 


AlL-transistor radio at 
$3938 


* ONLY Regency gives you these big selling features! 


Compare REGENCY’S exclusive selling features . . . compare 
REGENCY '’S profit structure with any other miniature radio! Check 
REGENCY'S long-profit accessories and lowest battery prices . . . 
then sell REGENCY, the Number One money-maker across the board! 
Call your REGENCY distributor today! 


Get the FACTS on Regency’s Full Line: 


REGENCY TR-1 All-transistor, REGENCY PRIVATE EARPHONE 
3°x5°x 1%", 120z.,...$49.95 Featherweight accessory for 
REGENCY TR-5 All-transistor, PR-1, TR-1-G and TR-5. . $7.50 
WA" x 6° x 1%", 2002..954.95 BEGENCY CARRYING CASE 
REGENCY TR-6 All-transistor, Genuine leather with belt loop 
3°x5°x 7", 44 Oz..... $59.95 for TR-1 and TR-1-G.... $3.95 


Suapested list prices, less batteries; slightly higher in West and in Conade 


eee eee ee eeeaeewe eee en eee eee eee eee eee oer ee 


National Advertising — Ad Mats — Displays — Sales Helps 


Regency gives you full support with national magazine adver- 
tising, newspaper ad mats, envelope stuffers, displays and other 
sales aids, Cash in on the big portable-radio market with 
REGENCY. the radio that’s first in production, first in 
sales, first in quality and first in service! 





Shock-resistant plastic case in rich block; 
4 glowing colors at slight extra cost 


call your Regency Distributor or write 


Division of 1.D.E.A., Inc. 


7900 Pendleton Pike, Indianapolis 26, Indian 














SMALLEST" 


ONLY 3° x 5° x 1%" 


—still the 


LIGHTEST” 








in Canada: 700 Weston Road, Toronto 9 
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SYLVANIA Portable Radio 


Sylvania Electric Products, Inc., 
Radio & Television Div., 

254 Rano St., 

Buffalo 7, N. Y. 


Device: “Prospector” No, 3401 
portable radio with built-in Geiger 
counter, compass and sundial. 
Selling Features: Can measure 
radio-activity in air, CD frequencies 
marked on dial; Geiger counter 
also may be used in hunting ura 
nium which causes clicks to be 
heard through speaker, also sets up 
flashing in neon tube on top; com 
pact, top-grain cowhide case; leather 
carrying strap; operates on battery, 
ac or de; built-in ferrite loop an- 
tenna; neon radiation indicator and 
Geiger switch; weighs 44 Ibs. less 
batteries 

Price: $64.95 







“3 


SYLVANIA “Inter-Com Radio” 


Sylvania Electric Products, Inc., 
Radio & Television Div., 

254 Rano St., 

Buffalo 7, N. Y. 


Device: Sylvania “Inter-Com Ra 
dio.” 

Selling Features; Consists of radio 
and auxiliary speaker-microphone 
unit in similarly-sized and shaped 
im pac t-and-heat-resistant cabinets; 
xrograms tuned into radio can be 
veard through both units giving 
hi-fi binaural sound effect if both 
units are used in one room; printed 
circuit chassis; as home communi- 
cator words spoken into the speaker 
grill of one unit are heard in other 
unit with switches on cabinets con- 
trolling function; auxiliary unit 
can be placed in baby’s room or 
sickroom, etc.; unit includes one 
master radio unit and one auxiliary 
plus 25-foot cable; additional units 
available with longer cables; red, 
ivory, green and charcoal; built-in 
AM loop antenna; 4 tubes, | recti- 
fier, dual full-range 4 in. PM Alnico 
microphone-speakers; controls, 180 
degree speak-listen and radio-com 
switches; plastic cabinets; both 
units weigh 6 lbs 

Price: $39.95 





Radios and 








’ ‘ 
RIGID-RIG Antenna 

Medal Mfg. Co., ; 
194 E. Silver St., 
Sharon, Pa. 
Device: “Snapout” Rigid-Rig coni 
cal all-channel antennas. 
Selling Features: Comes in single 
and double bay units; high gain om 
high and low bands; fast assembly 
without tools; features a 34 alu- 
minum insert in each element; in- 
sulator head and ‘“‘vibra-proof” rear 
element plate equipped with high 
tension locks to hold elements se 
cure; serrated saddle-type ast 
clamp prevents slippage on mast; 
other features include a full size, 
l-in. diam., seamless aluminum 
crossarm; end-sealed #% in. alu- 
minum elements; all-rivet construc 
tion 

BRACH Antenna > 


Brach Mfg. Corp., 
200 Central Ave., 
Newark, N. J. 


Device: New broadband VHI 
fringe antennas the 3V mode} 
5603 

Features: Designed for full fre- 
quency response; performs as a high 
gain UHF antenna in primary areas 
as well as a VHF antenna for 
fringe areas; sharp directional char- 
acteristics for areas bothered by 
signal reflections and station inter- 
ference; gain curves show an aver- 
age gain of 7DB on low VHF 
channels and 15 dv on high chan- 
nels; aluminum; cycolac insulators, 
snap-lock design; comes pre-assem 


bled, packed collapsed 


Universal TV Mfg. Co., High 
Point, N. Y., announces a new 
['V table model 650 featuring 
tapered wooden legs in a choice of 
mahogany, blond, charcoal or gold 
with 16-in. metal swivel top in 
black, which turns 360 degs. Brass 
extension arms enable it to hold 
any table set from 17 to 27-in 
wide. 17-in. high 
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Gibson has a complete line 





79 years of experience and millions of satisfied customers mean you can always rely on a ie te Te ee Te eee eee 


Giason 


REFRIGERATORS + ROOM AND SELF CONTAINED AIR CONDITIONERS 
FOOD FREEZERS + ELECTRIC RANGES «+ BUILT-IN RANGES 
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No matter what your customer needs, you have 
it with Gibson. You sell the quality customer 
with the Custom Air Conditioner shown 

here, and the price conscious customer with the 
Deluxe model shown above. Both available 

in %, 1, and 2 h.p. models. And for larger 
residential or business installations, you sell the 
powerful, efficient, self contained Gibsons in 

2, 3, 5, and 8 h.p. models. 


SEE GIBSON ON NBC’s-TY “HOME SHOW” 
WITH ARLENE FRANCIS EVERY THURS. 


Gibson Refrigerator Company, Dept. EM 
Greenville, Michigan 


Send me all the reasons why I can make more profit with the 
Gibson air conditioning line. 


Name 
Firm Name 


Address 


City Dae State 
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ELECTRICAL 


ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


New Look in TV... THE PORTABLE 


® Everybody’s intrigued by the potential market for lightweight sets 
and by mid-summer most lines will include at least one portable 


® But the portables may pose some knotty problems, including low 
margins and a possible harmful effect on sales of conventional sets 


“I'm not sure I'll be in the TV business 
after this spring,” a manufacturer 
plained last month. 

“But if I am there’s one thing that I am 
sure of—I'll have a portable in my new line.” 

This degree of confidence in the future of 
portable T'V wasn’t unusual in the industry 
last month as manufacturers prepared for 
summer-time introductions of their new lines. 

Already a handful of manufacturers are 
marketing portables and there is every indica 
tion that many more will follow suit by mid 
summer. 


com- 


So far, portables have been tremendously 
successful. Their appearance has, however, 
posed a number of still unanswered questions. 
Probably the most basic of these: what is a 
portable ‘I'V set? 

No set on the market today is truly port 
able. All require house current and in many 
fringe areas they must be connected to an 
outdoor antenna which limits portability. 
The trade has labeled the new sets as port- 
ables primarily because of their light weight. 
The addition of a carrying handle, empha- 
sizes this “portability” but the fact is that 
the low-end portables in several lines don’t 
even have such a handle. Handle or not, 
though, most lightweight sets with low price- 
tags are going to be merchandised as port- 
ables. 

Tougher Questions. The definition of the 
portable is, however, the simplest of the ques- 
tions posed by the new product. Certainly of 
equal importance (and infinitely harder to 
answer) are problems such as— 

e Are sales of higher priced sets apt to 
suffer? 

e Will portables help sustain black and 
white as the industry into 
mass-marketing of color TV? 

@ Just how big is the portable market? 

There are no clear-cut answers to any of 


volume moves 
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these questions. It’s hardly likely that sales 
of higher-priced sets have suffered much from 
portable competition up to this point. It must 
be remembered, however, that relatively few 
firms have yet marketed portables. The port- 
able may have a much more profound effect 
on high-end sales once the entire industry 
begins turning them out. 

The question of a transition to color is still 
pretty much an academic one, So far, manu- 
facturers haven't had much to say about the 
value of the small sets as a transition-piece 
once color begins to exert a marked effect 
on black and white sales. Many people argue 
that as the price of color sets is reduced the 
industry will reach a point where consumers 
will hestitate to replace a big-screen black 
and white set with another monochrome set. 
They will, instead, pay service bills on the 
old set until they can afford color—or possibly 
replace the old set with a low-priced unit as 
un interim measure. If the latter happens 
the portable should be perfectly suited to 
fill this type of demand. 

Few definite predictions have been made 
about the present market for portables. One 
of the exceptions has been Admiral president 
Ross Siragusa who himself hopes to produce 
600,000 portables in the next 12 months 
and who feels that the industry will produce 
between 1.5 and 2.0 million such sets during 
the remainder of 1956. The market research 
department of another major manufacturer 
has come up with a somewhat more con- 
servative figure for 1956—1,250,000. ‘This 
would mean that about 17 percent of the 
industry’s anticipated sales of 7.5 million 
sets this year would be in the form of port- 
ables. 

Where Did It Start. Portables really 
bounced into the news last year when Gen- 
eral Electric scored an almost instantaneous 
success with a line of 14-inch sets priced 
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from $99.95 up. From that date on trade 
sources have been predicting that other 
manufacturers would follow G-E’s lead, Ther 
was even considerable surprise during the 
Winter Markets when so few new portables 
appeared, 

Actually, the industry has been playing 
around with the idea of a portable for some 
time. Years ago Pilot offered a 3-inch set and 
in 1949 a number of firms (including Sen- 
tinel, Crosley, Tele-tone, Motorola, Meck, 
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In Chicago 


IT TAKES 2 















In the vast Chicago market, no single daily newspaper 
reaches even half the men under 45 —their biggest buying 
years. It takes two to give you majority coverage . . . and 
for MOST coverage, one paper must be the Sun-Times. 
No two-paper combination without the Sun-Times does 
as well.* 


Young Chicagoans choose the Sun-Times because it’s 
easy to handle, easy to read. They like its format, its con- 
venient size. In Chicago, the Sun-Times is the only paper 
with a format designed for the modern young family 
market. 


*(Source: “Chicago Daily Newspaper Coverage and Duplication.” No. 4 in a 
series of independent studies by Publication Research Service.) 






Growing 
with Chicago 


CHICAGO 


SUN-TIMES 


NEWSPAPER OF THE NEW CHICAGO! 


211 W. Wacker Drive, Chicago 
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to reach a majority of men in their big buying years 





250 Park Avenue, New York 


Emerson and Raytheon) showed 
seven-inch portables. Over two 
years ago Crosley dwelt heavily on 
“portability” when it introduced 
its Super-V series and Emerson be- 
gan marketing big-screen portables 
shortly thereafter. 

Although they were not the first, 
G-E managed to capitalize on the 
acceptance of its 14-inch set. In 
the first year the company sold 
250,000 units. The 14-inch line 
has been expanded since that time 
and the firm has begun producing a 
17-inch set and has plans for a 9- 
inch (to appear later this summer). 

Newest additions to the portable 
field are RCA and Admiral. In 
March RCA introduced an 84 inch 
portable and in April Admiral 
showed a 10-inch set which will 
soon be available in 14 and 17 inch 
sizes. 

Distribution of both is just be- 
ginning. The RCA set was intro- 
duced in Cleveland with consider- 
able promotional hoopla _ in 
mid-April and initial reports from 
that market were encouraging (see 
below). In New York, deliveries 
into early May were slow and dealer 
reports varied. The New York dis- 
tributor, however, was enthusiastic 
over the initial reception and was 
heavily backordered. Admiral has 
just begun production of its 10- 
inch set and no market reports are 
available. Distributor reception, 
however, was “fantastically good” 
according to Siragusa. 


The Cleveland Story. RCA broke 
its 84-inch set in Cleveland on 
April 13 and by early May the local 
distributors reported difficulty in 
keeping up with demand. Many 
dealers reported a substantial back- 
log of orders with customers in 
some cases waiting 10 days to two 
weeks for delivery. 

Although delighted with initial 
business, some dealers were skepti- 
cal of the long-range pulling power 
of the set. They attributed high 
sales to the novelty of the product 
and said that ultimately $125 might 
be too steep a price to interest a 
volume market. 

(If this does happen, trade 
sources are certain that RCA can 
lower the costs; removal of the 
handle and tilting stand would be 
two obvious economies. Changes 
in the set itself should make it pos- 
sible to market a similar set for 
$75, one source declares.) 

One Cleveland dealer has tried 
a unique tie-in. He’s marketing a 
12-volt converter so that the set 
can run off a car battery. The con- 


verter goes for $49.95. 


What's The Market? Many 
manufacturers insist that addition 
of a portable won’t hurt their sales 
of higher-priced sets. But there is 
some skepticism on this point. 

Certainly a good number of the 
14-inch portables were sold as first 
sets in small homes and apart- 
ments. The 14-inch is apparently 
acceptable to many as a so-called 
“primary” set. Whether many con- 
sumers would choose an 8, 9 or 
10-inch set as a “primary” set is 
another question. If the answer is 





negative then sales of the smaller 
sets won't cut in on a good share of 
the existing market. 

Manufacturers hope that when a 
family’s “primary” set is to be re- 
placed the consumer will buy a 
conventional unit. The portables 
will go as second or third sets, 
these officials claim. 

The portable may have another 
effect on the “primary” set market. 
The existence of the low-priced 
portables may make it harder to get 
anywhere near full price on the 
conventional sets which up to now 
have been price leaders, 

Last year, sets with 15-inch or 
smaller picture tubes accounted for 
3.6 percent of total production. So 
far this year this figure has risen to 
six percent. By the end of the year 
it may be as high as 17 percent if 
1,250,000 portables are actually 
sold. 

Some manufacturers, with an eye 
on these figures, have been caution- 
ing their dealers and distributors 
that the portable, while important, 
is only a small part of the potential 
TV market. 


Prices and Pictures. Two other 
problems await answers. One con- 
cerns the effect on profits if port- 
ables play a more dominant role. 
Even last month one distributor 
was complaining that “everything 
would be swell with the portable if 
we could make any money on it.” 
One such set carries a 24 percent 
margin and considering the low list 
price involved, some dealers were 
complaining that there was no 
room to “maneuver.” A midwest- 
erm dealer complained: “They 
either walk in and buy it or we lose 
out—we can’t wheel and deal on 
a price like this.” 

The portable is so new that set 
design hasn’t had a chance to sta- 
bilize. When you talk portables 
today you mean anything from 84 
inches through 17. Weights vary, 
too. Here’s a sampling of sets al- 
ready on the market or soon to be: 


Brand Size Weight 
_ Re 84 22 
. ay 9 13 
Admiral .... 10 164 
) SS 14 26 
rk peewee 14 32 
Olympic ... 14 35 
MD -ewiekes 17 32 
Olympic ... 17 45 


Many manufacturers aren't 
committing themselves yet to a 
specific size. Several have shown 
interest in Admiral’s new 10-inch 
tube and a number have sampled 
RCA’s 84 inch set. Manufacturers 
face a problem; they want a repre- 
sentative line of portables without 
having to produce a set in each 
size. Last month Motorola said 
that their soon to be announced 
portables would have 84 and 14 
inch tubes. 

Tube sizes, prices, markets, po- 
tential—all remain to be determined 
as far as the portable market is con- 
cerned. Only one thing is sure as 
summer draws on—almost every- 
body’s going to have the same 
problems. 
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EMERSON-ELECTRIC “ACTIVE AIR” LINE 


A REAL BREEZE FOR DEALERS 
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1. The Roll-about, world’s most versatile high-volume 


fan. 2. Low-Table—cools large rooms without drafts. 
3. Truly portable “Turnaround” window and floor fan. 
4. New Northwind Oscillator—low price, good quality. 
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It’s a breeze to profitable, problem-free selling 
when you’re handling Emerson-Electric, 
America’s most complete fan line. 


You get more truly salable features... and 
more different types of fans for home, com- 
customers, You get 


mercial and industrial 


simplified stocking ... with a real reduction in 


selling time and cost. You get fully guaranteed 


Advertised in LIFE and The Saturday Evening POST 


EMERSON-ELECTRIC of St. Louis + Since 1890 Yo > 


1956 





quality that keeps fans sold, relieves you of 
service worries, 


Best of all you get free selling displays to make 
your store a stand-out for shoppers. So get 
rid of your selling worries— 
est Emerson-Electric fan distributor, today 
or write us for his name and big free catalog 
No, 3043, 


phone your near- 
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EXCLUSIVE 
2-SPEED 
OPERATION 


SWIVEL TOP 


SWIVEL 
“FLOATING BRUSH’ 


RUG NOZZLE 


SWIVEL 
BARE FLOOR 
BRUSH 


THROW-AWAY 
DUST BAG 


E-Z ROLL : 


CASTERS vy 


Model 888 
Complete set of 


~— 





Cadillac offers 
a complete 
line 


2-SPEED 
CYLINDER MODEL 
800 


8 attachments 
included 





MODEL 125 








Greatest value in our 46 years of manufacturing experience! 


Cadillac Quik-Vac picks up sales 
. .- because it picks up dirt like magic 















Picks up 

more 

ye pay dirt 
‘= 


oy 
oe ——— “7S dealers! 


Our liberal discount policy gives you more 
profit per unit. In addition, Cadillac’s unbeat- 
able performance and popular prices make 
these top quality cleaners easy to sell. There 
are more reasons why dealers are switching to 


Motor-driven-brush MODEL 60 the Cadillac line. For the complete profit story, 
upright a) Motor-driven-brush call your Cadillac distributor or write us — 
ts Hand-Vac” 





today. 





CLEMENTS 


See us during the Midsummer Market 
at our permanent display 


Also at the 
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VACUUM CLEAMER DIVISION 
S$. Narragansett Ave., Chicago 38, Ill. 


MFG. co. Dept. A, 6650 


Maker of vacuum cleaners for home, business, and industry 


'"T@l@),%,| 5 3] American Furniture Mart 
Chicago 


Atlantic City Housewares Show 














The Old and the New 





RESULTS OF MORE than 30 years’ de 
velopment in portable radios are shown in 
this photograph of one of the new minia 
ture transistor radios in comparison with 
one of the earliest ‘portables.’ The 
Radiola 24 in the foreground, first lug 
gage-type Super-heterodyne portable in 
troduced by RCA in 1925, weighed 57 
pounds including batteries. The tiny new 
RCA Victor Transistor Six weighs approxi 
mately one pound including battery 


Tube Market Studied 


I'wenty-one and 17-inch television 
picture tubes make up 61 percent of 
the picture tube replacement market, 
said Paul P. Wickman, dealer products 
sales manager for the General Electric 
lube department 

Wickman said a recent survey shows 
the most popular size is 21-inch, 
which constitutes 38 percent of all 
replacement picture tube sales. Second 
most popular size is the 17-inch tube 
which constitutes 23 percent of rr 
placement sales. 

The survey also shows that 43 per 
cent of all replacements in these two 
popular sizes are aluminized. A fur 
ther breakdown reveals that 52 per 
cent of 21-inch replacements and 20 
percent of the 17-inch replacements 
are aluminized. 


Radio-TV Briefs 


* Radio Corp. of America is making 
available complete blueprints and de 
tailed mass-production “know-how” 
for color television receivers for im 
mediate use by other television manu 
facturers. At the same time, a reduc- 
tion in the manufacturer's price of 
the RCA 255-square-inch color pic 
ture tube from $100 to $85 was an 
nounced. 

General Electric Co. announces it 
will enter the color television receiver 
market in the last half of this year. 

¢ Westinghouse Electric Corp. will 
train approximately 10,000 servicemen 
to service the Westinghouse 22-inch 
rectangular tube color television re 
ceiver through a series of factory school 
courses 

*RCA Service Co. has published a 
new 92-page illustrated reference book 
on color television receiver servicing. 
The book, “Servicing Color Television 
Receivers,” is designed principally for 
reference use 
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A plumbing contractor is one of the most qnisunder stood men in the qorld . +: and 









often one of the most maligned You chink of him af a greasy handed ges 






eoinging a pipe erench, when he’s more likely harassed business man who 






sometimes chinks he doesn't swing 29% weight qoith anyont 










Vou picture a plumbing contractor as 3 mysterious man {urking amongst * vast 







array of old and new pipes used plumbing fixeures and greasy old pipe chreader®: 






Actually, you ll more likely find Wim in a shining showroo™ demonstrating the 






{atest © dishwasher? to an uncerested woman prospect: 














You probably think of a plumbing contractor as the gUu who comes to do the 






rind of jobs nobody else RNOWF how © do Actually, he'd like © help and advise 










you #° chat you cam take over some of those minot jobs yoursell, thus woiding 














delay saving yourself a respectable piece of change at the gare time. 












Time #96 hen 4 plumbing contractor only had © knoe about 4 few materials 





and a few kinds of plumbing fixeures: Now he has to know about 4 dozen differem® 


us) and even about pasts: And contrast if you gill, che old side 






ch vodays * cer handeorne, re product: 
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A plumbing contractor has © be an eng 











qater Chen the has know how vo pipe it around go t 









shower? while Mom washing the dishes. He has know how to heat ater, 








gofren filcer pomp ic, drain ¥ And then he has © know how co get rid of 





the waste just a6 cleanly and promptly 








Inventor, teanic, avtisa™ diplomat, salesman” cradesman pookkeepe®’ accountant 






personnel managers * plumbing : c q f life's most precious por 







session: clean, fresh ater. And 4 plumbing contrac vital health by 








seeing that dangerour qastes are efficiently carried aways Nobody else 58" 
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YOU 
CAN’T 
MISS 


with New 1956 


Westinghouse 
Air Conditioners 


There's 
One for Everyone! 








GO PLACES WITH 
WESTINGHOUSE IN ‘56! 


Talk today to the 
Appliance Sales Manager at your 


WESTINGHOUSE APPLIANCE DISTRIBUTOR. 





Westinghouse Electric Corporation + Electric Appliance Division « Springfield 2, Massachusetts y, 
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YOU SCORE with the great multitude of customers who 
thought their homes couldn’t be air conditioned due to 
wiring problems and high installation costs. It’s a brand- 
new market ready and waiting for you to tap right now 
with the... 


SUPER LINE featuring the new lost-cost “Super Seven” 
... the 34 HP unit that runs on normal house current with- 
out special wiring . . . uses up to 40% less electricity than 
ordinary *4 HP units . . . cools an average living room or 
large bedroom! And . . . because you can sell the “Super 
Seven” at an unheard-of low price, it’s the greatest sales- 

: saver you've ever seen! A powerful 1 HP Super model is 
also available. 


YOU SCORE with those customers who want all the latest 
comfort-features plus styling and an appealing price. Here’s 
your surest, most logical step-up (or step-down) selling 


opportunity .. . giving you a larger profit margin than ever 
before... 





DELUXE LINE featuring New-Action Control—a West- 

inghouse exclusive—offering 8 separate kinds of comfort to 

choose from on a single dial! There’s even “Quiet Cool” for 

restful nighttime cooling. Customers now can be as choosy 

as they like about air conditioned comfort . . . every day, 

all summer long! And there’s a DeLuxe size for every need 
. 4%, %, 1, 1% HP models. 


YOU SCORE with customers who want the very ultimate 
in air conditioning . . . the finest comfort, luxury and 
2 ' beauty features all wrapped up together in the... 


CUSTOM LINE featuring the most advanced, most versa- 
tile air conditioners ever designed! Exclusive New-Action 
Control offers 11 different comfort conditions (including 
heat!) on a single dial . . . so your customers can change any 
weather to suit their pleasure all year rownd! Most beautiful 
ever designed, too! Sleek, trim cabinet in soft Alpine Gray 
. . . plus Concealed Control Panel and Automatic Panel 
Control Light for even greater beauty. 34 and 1 HP models. 





YOU CAN’T MISS... BECAUSE WESTINGHOUSE IS REACHING ALL YOUR PROSPECTS WITH THE BIGGEST 
IN-SEASON ADVERTISING PUSH IN ITS HISTORY... 13 SOLID WEEKS OF PRE-SELLING SOCK... 


@ Ad after ad in LIFE Magazine! @ All supported by a giant national campaign in newspapers... mag- 
@ TV demonstrations by Betty Furness on Westinghouse STUDIO ONE! azines ... radio... plus TV and radio coverage of the political hut 
conventions! ar 


@ Major market newspaper ads keyed to the temperature in your area! 


WATCH WESTINGHOUSE 


WHERE BIG THINGS ARE HAPPENING FOR You! 
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Partial Listing of Chicago Summer Market Exhibitors’ 





MERCHANDISE MART 
ABC, Altorfer Bros. Co 1146 
Admiral Corp 1191-96 
Aluminum Goods Mfg. Co 1129 
Aluminum Specialty Company 1473 B4C 
Amana Refrigeration, Inc 1127 
American Kitchens Div 

Aveo Mig. Corp 1155 
American Motors Corporation 

Kelvinater Div 1124-25 

Leonard Appliances 1124 
American Standard Corp 

Youngstown Kitchens Div 1119 
Apex Home Appliances 

Div. of Apex Elec. Mig. Co 1160-61 
Apex Rotarex Corp 1160-61 
Atlas Tool & Mig. Co 1199 
Aveo Mig. Corp.,, American Central Div. 1155 
Aveo Mig. Co., Crosley-Bendix Div 1132 
Bellvue-Strattord Television 1123-A 
Bendix Div. Aveo Mig. Co 1132 
Berger Mig. Div. of 

Republic Steel Corp 1V-116-197 
Bersted Mig. Co Div. of 

McGraw Electric Co 1467 
Brammer Mig. Co 1178-9 
CBS-Columbia, Ine 11-106 
Camfield Mig. Co 14-102 
Capehart-Farnsworth Corp 1118 
Carrier Corp. 64) 
Coleman Co. Inc., The 11-115 
Coppes, inc 1189 
Coppes Nappanee Kitchens 1189 
Crosley Div., Aveo Mig. Corp 1132 
Crown Stove Works 1176 
Dazey Corp 1479 
Deering Air Conditioning Co 1155 
Dominion Electric Mig. Corp 1422 
Dormeyer Corp. 14.103 
Dertch Stove Works, inc., The Wh 
Easy Washing Machine Div. of the 

Murray Corp. of America 1168.1169 
Edgewater Steel Co 

Tracy Kitchen Div 1142 
Electric Steam Radiator Corp 1479 
Farber, 5. W., Inc 1419-A 
Farberware Co 1419-A 
Florence Stove Co 1147 
General Air Conditioning Corp 1108 
General Chef Co 1108 
General Electric Co 

Alr Cond. Div 1188 

Applionce & Television Div 1117 

Broadcast Equipment 1157 

Clock & Timer Dept 1498 

Components Dept 1157 

Hotpoint Co. Div 1120-21 

hiousewores & Rodio Receiver Div 1123 
General Slicing Machine Co. Inc 1492 
Gevder, Poeshke & Fry 1492 
Gibson Refrigerator Co. Div. Hupp 

Corp 11.102 
Gilbert, A. C. Co 14-104 
Given Mig. Co 1494 
Glebe American Corp 1162 
Giolite Corp 1472 
Graham Electro Mfg, Corp 1489 
Hallamore Electronics Div. of Siegler Corp. 360 
Hamilton Mfg. Co 1175 
Hobart Mfg. Co. Kitchenaid Home 

Dishwasher Div 1180 
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Hobart Mig. Co., Kitchenaid Electric 


Houseware Div. 1492 
Hoover Company, The 417 
Hotpoint Co 1120 
iMinois Electric Porcelain Co 1467 
Johnson, $. C. & Son inc 1477 
Kelvinator Div. of American Motors Corp.1124 
Kind! Products 1177 
Kitchenaid Electric Housewares Div 

Hobart Mig. Co 1492 
Kitchenaid Home Dishwasher Div 

Hobart Mig. Co 1180 
Knapp-Monarch Co 1483 
Lenders, Frary & Clork 1479 
Lasko Metol Products 14-119 
Leonard Appliances Div 

American Motors Corp 1124 
Lewyt Corporation 1174 
Lindemann, A. J., & Hoverson Co 11.104 
Lonergan Mig. Co., Div. of McGraw 

Electric Co 1468 
Magic Chef, Inc., 

Northern Sales Div 1166 
Magnovox Co. 1126 
Manning-Bowman, Div. of McGraw 

Electric Co. 1467 
Marlun Mfg. Co 14-104 
Martin Co., The 14-104 
Maytag Co., The 11.105 
McGraw Electric Company 

Toastmaster Products Div 14744 74-A 
McMahon, R. §. & Co 1155 
Meier Electric & Machine Co 1487 
Metal Ware Corp., The l411-A 
Modern Age Industries 1492 
Monitor Equipment Co 1123-A 
Motorola, inc 1170-73 
Murray Corp. of America 

Easy Washing Machine Div 1168-9 
Mutschler Brothers Co 1144 
Nome Lites Inc 1472 
Norge Division, Borg-Warner Corp 234 
Norge Soles Corporation 234 
Norris Thermador Corp 11-104 
Northern Electric Co 1453 
Orley Freezers inc 1199 
Paragon Electric Co 1497 
Peerless Mfg. Corp 1177 
Proctor Electric Co 1412 
Quaker Mfg. Co 1147 
Radio Corporation of America 1-111 
Republic Steel Corp. 

Berger Mfg. Div 141-116-117 
Rival Mfg. Co 1494 
Sessions Clock Co., The 1409 
Shearer Electric Mfg. Co 1476 
Siegler Corp., The 360 
Son-Chief Appliances 1466 
Speed Queen Corporation 1197 & 97-A 
Steam-O-Matic Corp., The 1492 
Steinmetz & Kelly 1422 
Stoware, Inc. a 1493 
Superior Electric Products Corp 1487 
Swartzbaugh, Ted & Assoc 14-101 
SwingA-Way Mfg. Co 14-101 
Temeo, Inc. .. ..1110 
Thermador Electrical Mfg. Co. Inc 11-104 
Toastmaster Products Div 

McGraw Electric Co 1474 
Toastewell Co. 11-114 
Tracy Kitchens, Edgewater Stee! Co 1142 
Tropic-Alre, Inc 

Subsidiary of McGraw Electric Co 1467 
Wagner, E. A. Mfg. Co 1422 
Waste King Pulverator 1494 
Westinghouse Electric Corp 

Major Appliances 11-122 

Portable Appliance Div 11-122 

Refrigeration Specialties Div 11-122 

Television-Radio Div. 11-122 
Whirlpool-Seeger Corp. 11-112 
Youngstown Kitchens 

Div. of American-Standard Corp Wy 
Zenith Radio Corp 1158-59 





FURNITURE MART 


TBA (space to be assigned) 


Acme-National Refrigerator Co . 5388 
American TV & Radio Co . TBA 
Arvin industries . 522-348 
Athens Stove Works .. 624 
Atlanta Stove Works . 5368 
Auto Stove Works . 546A 
Automatic Washer Co 508B 
Barler Metal Products 537A 
Barton Corporation 549A 
Bendix Radio Div. Bendix Aviation 

Corp. . . 5468 
Birmingham Stove Works TBA 
Birtman Electric Co TBA 
Blackstone Corp. 544A 
Boston Stove Foundry Co 5378 
Brown Stove Works 5158 
Caloric Appliance Corp - 519 
Clements Mig. Co 531 
Conlon-Moore Corp .. TBA 
Cribben & Sexton Co 535A 
Dixie Products Inc 524 
Eagle Range & Mfg. Co 547A 
Elm-Jay Mfg. Co. - TBA 
Erlich, Lou 5428 
Eureka-Williams Co 5368 


Frigidaire Div Gen’! Motors Corp. .508-09A 


Gray & Dudley Co . 503 


Hardesty-Quittner Co 336B 


Hardwick Stove Co . 1530-31 
Homak Mfg. Co. Inc . 5408 
Inca Metal Products Corp TBA 
Kamkap, Inc TBA 
King Refrigerator Corp . 5128 
Landers, Frary & Clark TBA 
Logan Co. TBA 
Lonergan Co., Vincent J 2351 
Magic Chef inc 517 
Maine Mfg. TBA 
Manitowoc Equipment Works, Div 

The Manitowec Co. Inc 504 
Marshallan Mfg. Co., The TBA 
Martin Stamping & Stove Co 5478 
Marvel Metal Products Co 5098 
Monarch Washer Div., 

Central Rubber & Steel Corp 5168 
National Silver Co 537A 
O'Keefe & Merritt Co 5148 
Palley Mfg. Co . 5368 
Phillips & Buttorf Mfg. Co . 525 
Phil Rich Co : . 5478 
Premier Stove Co . 5138 
Queen Stove Works .. TBA 
Quicfrez, Inc. . 538A 
Quincy Stove Mfg. Co . 5388 
Revco, Inc. 5108 
Robbins Products 540B 
Roper Corp., Geo. D . 829 
Ryder-Elliott, Inc . TBA 
Schaefer, Inc .. TBA 
Scheirich Co., H. J . 510A 
Servel, Inc. . 548 
Skot Metal Products Inc .. TBA 
Starbrand Sales Corp 512A 
Stiglitz Corp. Inc., The TBA 
Sub Zero Freezer Co 5478 
Sunray Stove Co 541-42A 
Sutton, O. A. Corp., 

The Vornadofan Div 5358 
Tappan Stove Ce 513-15A 
Tennessee Stove Works .. 504 
United States Stove Co 512A 
Victor Products Corp . 5468 
Webster-Chicago Corp. eee TBA 
Welbilt Stove Co. Inc 501-502-5438 
Wilshire Mfg. Co. 536A 
Woman's Friend Washer Div. of 

Central Rubber & Steel Corp 511A 
Zenith Machine Co 503 


Summer Markets: June 18-29 


Capacity crowds are expected to view new appliance 


lines, advertising displays at Chicago’s Furniture and Mer- 


chandise Marts 


The ren: summer markets, June 


18-29, should give visitors a taste of 
blue skies and wind-tossed clouds as 
well as an excellent opportunity to 
view the coming season’s merchan- 
dise 


The summer markets are naturals 
for the selection of television, space 
heaters, small appliances and other 
goods which come into their own in 
the autumn. They give a glimpse of 
what is to come in all lines. Both 
the Merchandise Mart and the Furni- 
ture Mart expect to extend a welcome 


JUNE, 


to capacity crowds, possibly cracking 
a record in attendance. 

In the Merchandise Mart, right on 
the river, the 11th and 14th floors will 
have the most appliances displayed, 
with Gibson and Lewyt among the 





* (ELECTRICAL MERCHANDISING has prepored 
these partial listings from information provided 
by the managements of the Furniture and Merch- 
andise Marts and has made every effort to include 
all names of interest to the appliance, electric 
housewores, radio and television industries, but 
takes no responsibility for errors or omissions.) 
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FOUND THE STAINLESS STEEL 
SINK FOR HER NEW KITCHEN 


And no wonder—when you pointed out how ENDURO® 
Stainless Steel, made by Republic, can never chip, flake 
or wear through, won't tarnish, and retains its brand new 
look. And wasn't she surprised to learn that the model 
she selected from your complete Republic Steel Kitchen 
line was priced right with porcelain in a similar model? 
When quality stands out, it’s easy to sell. That's one of the 
big reasons why Republic Steel Kitchen dealers start 


with a sink and sell a complete kitchen, 


THIS PROFITABLE OPPORTUNITY IS YOURS! 


Get the hard facts story on what's happening from now on 
in the kitchen business. Find out how Republic Steel, with 
“mine to market” facilities, can offer you more, 


Start the coupon on its way. 


REPUBLIC STEEL 
KITCHENS 


IN CLASSIC WHITE + LARGO YELLOW 
TEMPO TURQUOISE «+ PRELUDE PINK 


etnias iene eee ee es | 


REPUBLIC STEEL KITCHENS 
1038 Beiden Avenue 
Canton 5, Ohio 


() Send me free copy of “Why Get in 
the Steel Kitchen Business?” 


[) Have my Republic Steel Kitchens 
distributor call on me. 





Dealership 





Individual 





Address 





City _ State aaa 
EM 466 C124 
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Model CA Ventura Attic Fan with 
side panels for ceiling mounting 


re 








Here’s the new attic fan that’s 


stock and install! 


IT PAYS TO STANDARDIZE ON 
THE AMERICAN BLOWER LINE! 


twice as easy to 





. twice as easy because you use only one type of 
fan — the model CA Ventura Attic Fan — for ceiling 
and wall installations, You stock only one basic 


fan in the popular 24, 30 and 36-inch sizes. (This ~ 
@ Attic Fans for comfort cooling at low cost in homes, 


apartments, hotels. Ratings certified; vertical or 
horizontal models. 


alone means a saving of twice the inventory and 
storage space.) 

And one basic model means easier installation, 
too! Each fan is available with a set of side panels, @ Aecropel Home Ventilators for kitchen use, or small 
commercial ventilating jobs. Attractive design; quiet, 


rubber cushion strips and all the necessary hard. 
easy to install. 


ware, On ceiling installations, you can attach the 
panels in minutes —right on the job! On vertical @ Ventura Fans for efficient commercial and industrial 
installations, the fans are complete — ready to ventilation; propeller type; 10 to 72 inches. Certified 
install! ratings. 


_ Why not call our nearest branch today for full @ Utility Sets for general supply or exhaust duty. Ratings 
information, certified; self contained, Sirocco wheels, $8 to 36 inches. 





AMERICAN ‘&) BLOWER 


Division of pee - Standard 
AMERICAN BLOWER CORPORATION, DETROIT 32, MICHIGAN @ CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 


ae To Tere Pare >: ~ r — 
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Utility Sets Home Ventilators 


PAGE 148 








newcomers. Visitors will get a chance 
to see Du Pont’s display of floor 
coverings and finishes, something new 
in regard to outdoor advertising of 
appliances, and Better Homes and 
Gardens’ new publicity on how to 
decorate the home. 

Largest Commercial Building. Some 
don’t know that the Merchandise 
Mart is the largest commercial build 
ing in the world, with 74 miles of 


- 


corridors and 5 million cubic feet of 
conditioned air passing through its 
rooms. Visitors are served by 33 high 
speed clevators, which can handle 
89,000 people in a single day. There 
are 11 eating places, including the 
Merchants and Manufacturers Club. 

At the Furniture Mart, on the shore 
of Lake Michigan, one mile from the 
Loop, the appliance displays are still 
on the 5th and 17th floors. The bull 
pens on 17 are being made over into 
permanent displays 

News from the Furniture Mart is 
to the effect that six Grand Rapids 
manufacturers have leased 30,000 sq 
ft. of space on the third floor. The 
American Marketing Congress will 
meet June 18 and the board of gov 
ernors June 21. 

While the regular appliance manu- 
facturers can give no forecast of what 
is coming, the lamp people can. They 
declare that ceiling and pulley lamps 
are gaining in acceptance. They say 
that Italian and Danish influence is 
growing, with brass, gold, and silver 
used as decorating materials 

Hotel Space Tight. Hotel spac 
will be tight in Chicago during the 
markets. Experts point out, however, 
that buyers have always found a place 
to lay their heads no matter when 
they arrived. A help is the hotel 
bureau at the Furniture Mart. In 
cidentally, the Furniture Mart also 


affords facilities for buying train and 


plane tickets. 

Getting about Chicago is easy 
Buses run every 15 minutes between 
hotels, Furniture Mart, and Mer 
chandise Mart for 25¢. Regular bus 
157 goes close to the Furniture Mart 
and the elevated runs beside the Mer 
chandise Mart. 

“I go to the markets to find out 
what kind of a pitch my competition 
is putting on as much as to buy mer 
chandise,”” one storekeeper said last 
year. And, considering Chicago’s 
climate, this is a good time of year 
to do the job. 


Brand Study Ends 


Brand-awareness of consumers is 
more pronounced in connection with 
watches, kitchen ranges, towels, sheets, 
men’s shoes, and electric toasters than 
in 33 other product families included 
in a major-market survey, according 
to Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia advertising agency. 

More than 9 consumers in 10 are 
able to name one or more brands in 
the product categories leading the list, 
survey findings show. Complete tabu- 
lations appear in “Results,” the agen- 
cy’s bi-monthly research report to 
clients and retailers. 

Highest index of brand conscious- 
ness was recorded for watches at 96.3 
percent. 
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SUMMER LIGHTNING... 
may never strike again! 

Ask your TOASTMASTER Water Heater distributor 
how you can take part in this year's 


bigger, more profitable POASTMASTER* 


Summer Lightning « ampaign 


IOASIMASTER 


Avitomatic Water Heaters 


McGRAW ELECTRIC CO., Clark Divisio: 


5201 West 65th Street, Chicago 38, I!linois 


naster 3 registered trademark of McGraw Ff 
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NEMA Sections Meet 


Electric housewares section hears of higher sales, 
sees no slowdown; promotional plans for coming year 
approved in major appliance division 


Sales of clectric houseware dur 
ing the first three months of this year 
vere 10 percent higher than in the 
last quarter of 1955 and there are no 
indications of a 
mediate 


slowdown in the im 
future, according to views ex 
pre ssed by re presentative of the cle 
section of the Na 
tional Electrical Manufacturers As 
sociation at their annual three-day 
spring meeting in Hot Springs, Va 

The industry rolled up an impres 
sive sales volume of one billion dollars 
last year and this figure, said Michael 
M. Masterpool, chairman of the sec 
tion’s sales promotion committee, 
‘serves a6 a reminder to distributors, 
dealers, power suppliers, electrical 
leagues and all other sales allies in the 
electrical industry that housewares is 
big business now and will continu 
to remain s0."" Masterpool is manager, 
advertising and publicity, portable ap 
pliance department, General Electric 
Company 

He also pointed out that the in 
dustry’s ability in the past to carry 
out an intensive consumer educational 
pregram has been one of the prime 
factors in obtaining greater distributor 
and dealer awareness of the sales po 
tential of electric housewares 

Tangible Achievements. In its 1 
port to the section, the sales promo 
tion committee reviewed the tangible 
achievements recorded to date in the 
industry's promotional program and 
examined the marketing picture in the 
light of current trends, The section 
plans to continue its consumer edu 
cational program in 1957, keying its 
activities to take advantage of all pro 
motional opportunities which will 
focus the public’s attention on the 
many different products manufactured 
by its constituent companies, 

The household sink units 
ilso heard J. Don Mason, chairman 


tric housewares 


section 





J. C. SHARP, president and general man 


ager, Hotpoint Co., left, and C. T. Law 
son, executive vice president appliance 
division, American Motors Corp., 
between sessions 


relax 
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ot the 
committee, 


section's dishwasher activities 
state that the dishwasher 
industry is looking forward to 1956 
is the greatest promotional year in its 
history. Mason is advertising managet 
of the Hobart Manufacturing Co 

“The 37.5 increase in electric auto 
dishwasher sales in 1955 over 
1954,” Mason said, “is just the begin 
ning. We are on our way to bigger 
volume in the years ahead.” 

Labor Unions. NEMA major ap 
pliance division members at the meet 
ing also heard Walter Barlow, of 
Princeton, N. J., vice president, 
Opinion Research Corp., make some 
statements about labor unions, Ac 
cording to Barlow, rank and file mem 
bers of the nation’s labor unions do 
not favor a labor leader in either the 
White House or in any other govern 
ment posts, and they are opposed to 
the formation of a third political 
party 

I'he mformation presented by Bar 
low is part of Opinion Research 
Corp.'s “Public Opinion Index for 
Industry” and is derived from a series 
of personal interviews conducted 
throughout the nation 

Continued Activities. Member com 
panics in the electric range section 
approved plans for continuing their 
activities in educational, architectural 
and builder fields, In the first two 
areas of interest, the section will stress 
to architects and builders the growing 
trend toward the installation of elec 
tric ranges in new as well as existing 
homes, 

The electric water heater section 
approved continuation of its campaign 
directed to plumbers as a means of 
urging them to merchandise as well as 
to install and repair electric water 
heaters. 

Members of the houschold refrig 
erator and freezer section will con 
tinue their campaign to provide in 
formation on their products to home 
economics teachers and school man 
agement officials 

Kit Offered. A freezer teaching 
kit is being offered to all home eco 
nomics teachers who have not as yet 
received this teaching material. At 
the same time, the 
operate with the home service di 
rectors of eighty utility companies in 
conducting a survey to determine the 
extent to which kits, now in the field, 
are being used 


matn 


section will co 


Meetings of the major appliance 
sections were conducted in an atmos 
phere of confidence. Among facts and 
figures cited to show 
future were these: increase in the 
FHA Title I loan limit from $2500 
to $3500, and rapidly expanding wit 
ing installation and household equip 
ment financing plans being wade 
available by power suppliers and lend 
ing institutions throughout the United 
States. 


im cncouraging 








FOUR LEADING EXECUTIVES of NEMA member companies stop to chat 
are, left to right: W. M. Timmerman, general manager 
department, General Electric Co.; 
Rainey, 
WwW. 


They 
household refrigerator 
D. S. Sharp, general sales manager, and D. C 
both of Stove Co nd 
vice president, sales, Kelvinator division, American Motors Corp 


manager 
Jeffrey, 


special products division, Tappan 





H. T. HULETT, general manager, dishwasher and Disposall department, General 
Electric Co., makes his point during a technical panel discussion on built-in appli 
ances. Also on the panel, left to right, are: Will M. Kline, Jr., manager, custom 
kitchens department, Westinghouse Electric Corp.; John C. Martin, supervisor, 
future product planning, Frigidaire division, General Motors Corp.; and H. W 
Schulze, manager of range and home laundry engineering, Philco Corp 


EXECUTIVES MEET before dinner 
The Silex Co 

Mills Inc.; J. J 
Corp.; H. S. Perkins 
& Clark 
Electric Corp.; and J 


They ore, left to right: S. M. Ford, president 
Don Alfred, department manager, Electric Blanket Mill, Fieldcrest 
Anderson, manager, portable appliances, Westinghouse Electric 
sales manager, electric housewares division, Landers, Frary 
R. Z. Sorenson, manager, electric housewares department, Westinghouse 
Don Mason, advertising manager, The Hobart Mfg. C 
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A MODERN ECONOMY CHAMP 


that puts extra money in your pocket 
year in and year out! 











Here’s one big reason why you save with 
Chevy...Hydra-Matic. And this advanced 
automatic transmission makes hauling 
smoother and easier than ever before. 








They’re the champs of the lightweight class, these 
new Chevy Pickups, Panels and light-duty Stakes 
and that means unsurpassed economy as well as power 
and performance! 


Consider, for example, the economy aspects of Chev- 
rolet Hydra-Matic transmission.* This modern auto- 
matic transmission not only gives you the ease of no-shift 
hauling . . . it also saves you maintenance money because 
the hydraulic coupling protects universal joints, rear 
axle gears and shafts, rear tires and engine parts from 
shock loads. 


And the advanced heavy-duty 3-speed** and 4- 
speed *** transmissions provided in new Chevrolet light- 
duty models are moneysavers, too! Their extra-rugged 
construction is added assurance of dependable operation 
that keeps costs down. 


You'll find there are many such reasons why these new 
Chevy models are the economy champs! If you're out to 
save money, see your Chevrolet dealer soon. . . . Chev- 
rolet Division of General Motors, Detroit 2, Michigan. 

*Optional at extra cost in Series 3000 models, 


**Optional at extra cost in all Series 3000 models, 
***Std. in Series 3800 models, extra-cost option in other Series 3000 models, 


NEW CHEVROLET 


TASK: FORCE TRUCKS > 


Anything less is an old Fashioned truck ! 
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Another Sensational 
ret - 7-4 koto Ws Awe 


FVMI-AM CLOCK RADIOS 

















ite — 








ssa 
WY movet 770 


Nihon Serves 


$ 95* 


from 


FM-AM ( 


Granco sets the pace again! 
FM and AM clock radios! 
Handsomely styled in House 
& Garden colors! The new 
exclusive Super-G Coaxial 
Tuner for perfect drift-free 
reception! Telechron Electric 
Clock with every modern au- 
tomatic convenience feature! 


Here is truly the ultimate in 
clock radios—priced to excite 
all who want clock radio 
luxury...and FM, too! 


FM weavns GRARARIC OO 


* Full FM coverage for finest, static-free radio 
reception as well as standard AM reception 

* Powerful 6” extended range oval speaker, 
full tone quality 

* Built-in FM and AM antennas 

* 7 tubes plus rectifier 

* Exclusive new Super-G Coaxial Tuner 
for drift-free performance 

* Beautiful “paragrid” styling 

* Choice of 5 House & Garden decorator 
colors: Ebony, Carnation Pink, Citron Yellow, 
Blue Mist, Cloud Grey 

* Precision-built Telechron Electric Clock 
with sweep second hand 

* Fully automatic operation . . . turns radio on 
and off, operates buzzer alarm (Model 770) 

* Appliance outlet provides automatic 
on-off operation 
for electric coffeemaker, 
toaster, lamp, etc. (Model 770) 





MODEL 760 















*slightly higher in South & West 


Lon Anco) 
GRANCO 


PRODUCTS. INC. 
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ohi Picks Up Steam... 





... but electrical appliance manufacturers have 


failed to take advantage of it, according to John R. 


Doscher, executive director 


Operation Home Improvement, the 
vast national campaign to improve the 
nation’s homes, is picking up steam 
in nearly 1,000 communities. But 
electrical appliance manufacturers are 
failing to take advantage of the cam 
paign, according to John R. Doscher, 
ohi’s executive director. 

Doscher points out that two major 
areas of home improvement are the 
kitchen and the bathroom. He em- 
phasizes, however, that electrical ap- 
pliance manufacturers have been slow 
to realize the significance of this 
steam-rolling promotion for them. 
Dealers, on the other hand, have been 
quick to take advantage of the sales 
power of ohi on a local level. 

Ohi reportedly has gained support 
from bankers throughout the nation. 
Financial institutions everywhere are 
willing to lend the money for big- 
ticket modernizing and are advertis 
ing this fact liberally. Some banks and 
savings and loan associations have al- 
ready joined the growing roster of 
ohi underwriters 

Doscher is quick to point to ads 
pouring in from all over the country 
in many of which banks include 
kitchen modernization as adequate 
reason for a home rceebeaincay wen 
In the same breath, Doscher under 
scores the sparse list of electrical ap- 
pliance manufacturers among the 
underwriters of ohi. 

“We would like to see electrical 
appliance people at least use our seal 
and take advantage of promotional 
tie-ins,”” Doscher said. 

Public Relations. He went on to 
say that Operation Home Improve- 
ment is a public relations campaign 
and, as such, complements rather than 
conflicts with “Live Better Electri- 
cally,” which is a paid advertising pro- 
motion. 

Operation Home Improvement of- 
fers many promotional aids, includ- 
ing a newsletter every two weeks, hang 
tags that can be attached to major ap- 
pliances and other items, a special 
advertising and display kit, and a film 
strip telling the ohi story. All of these 
items can be bought from ohi head 
quarters, 10 Rockefeller Plaza, New 
York 20, N. Y. 

Underwriting the ohi program is 
based on a sales volume scale: for $100 
million in sales or more, the top limit 
on underwriting is $5000. For less 
than this volume, it is less propor- 
tionately of the $5000. This makes 
sponsorship possible for big and small 
companies and associations and 
spreads the load equitably among 
many. 

Ohi’s reception by newspapers and 
magazines across the nation has been 
monumental. Advertising tie-ins on 
the local level and, often in national 
publications, have resulted in entire 
issues being devoted to home im- 
provement. Current plans include a 
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special ohi advertising section in a 
late September issue of the Saturday 
Evening Post, which may turn out to 
be one of the largest ever run by the 
magazine. 

Morton Bailey, vice president and 
advertising director of the Saturday 
Evening Post, announces that plans 
are being developed for the first page 
of the section to feature the ohi cam- 
paign as created by private industry 
to interest more people in improving 
their homes and to make it easier for 
homeowners to buy materials and 
services. 

It will also feature President Eisen- 
hower’s interest in the campaign. A 
year ago, the President asked for a 
“concerted effort to improve our old 
but still sound houses.” 

Local Level Tie-ins. In addition to 
the many worthwhile promotional 
tie-in possibilities on the national 
level, Doscher points out that ap- 
pliance dealers and utilities are very 
much a part of Operation Home Im- 
provement on the local level. He also 
believes that ohi helps “Live Better 
Electrically,” Housepower, and the 
Adequate Wiring movement on the 
local level 

Ohi has gained such momentum in 
the few months of its existence that 
its sponsors are already looking for 
ward to continuing the program into 
1957. Plans for next year will be an- 
nounced in June 

With this assurance of a continuing 
effort on the part of ohi, electrical 
appliance manufacturers can_ better 
evaluate the possibilities for tie-ins 
and for underwriting the program it- 
self. The ohi seal has already become 
almost a national trade mark, and this 
seal is available to electrical appliance 
manufacturers. 

Building permits have hit new per 
centage highs in many communities 
where ohi has been particularly active. 
In one community, they are reported 
up 99 percent, and scores of towns 
throughout the nation report similar 
impressive figures. 

This rash of building across the 
country, much of it apparently 
sparked by ohi, can be turned into a 
boon for electrical appliance manu 
facturers and dealers, according to 
Doscher. All they have to do is wake 
up to the possibilities of Operation 
Home Improvement 


Amana Offers Aid 


Amana Refrigeration, Inc., 
fered to repair and place in good 
operating condition any of its freezers 
freezer-plus-refrigerators or air condi 
tioners damaged by recent storms in 
Michigan and Wisconsin. 

George C. Foerstner, executive vice 
president, extended the firm’s offer to 
storm victims through distributors. 


has of 
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Free FM Radio 


to new dealers 







































SAM C. HAGY, left, of The Good Housekeeping Shop, Inc., Dallas, Tex., receives 


retailing’s most coveted award 


top honors in the 


Brand Names Foundation’s 


1955 retailer-of-the-year competition. Runner-up honors went to Joseph Lederer, 
second from left, Lederer, Inc., Bridgeport, Conn.; Ken Stucky, center, Stucky 


Bros., Ft 
Corp., Norfolk, Va.; 


Wayne, Ind.; G. A. Bering, second from right, Mechanical Engineering 
and Mark Wilson, right, Wilson’s Electric Appliance Co., 


Gary, Ind. The five firms were among | 20 in 24 categories of retailing honored for 
their presentation of manufacturers’ advertised brands to the public during 1955 
The citations were given at the Awards dinner in the Grand Ballroom of the Wal 
jorf-Astoria Hotel in New York City on April 18 


Officers Named 


Edward R. Taylor, vice president, 
Motorola, Inc., was re-elected chair- 
man of the board of Brand Names 
Foundation, Inc., at the board meet- 
ing following the annual Brand Names 
Day meetings at the Waldorf-Astoria 
Hotel in New York City. 
James W. Alsdorf, president, Cory 
Corp., was re-elected a director for a 
one-year Charles W. Lawson, 
executive president, appliance 
division, American Motors Corp., con- 
tinues to serve as director, having been 
re-elected for a three-year term at the 
1954 member meeting. 
Following the Foundation meetings 
it was also announced that John H. 
: Breck, Jr., executive vice president, 
John H. Breck, Inc., and Robert E. 
MacNeal, president, the Curtis Pub- 
lishing Co., were reelected vice chair- 
men of the board. Thomas F. O’Neil, 
president, Mutual Broadcasting Sys 
tem, Inc., was again named chairman 
of the executive committee: and Louis 
Hlausman, vice president, Columbia 
Broadcasting System, Inc., treasurer. 
Henry E. Abt was re-elected president 
of the Foundation 
Vice President Richard M. Nixon 
vas the principal speaker at the Brand 
Names Day dinner. More than 1800 
key business and advertising executives 
comprised the largest gathering to be 
sed by Mr. Nixon since his Feb 
ruary meetings in New York City 


Ad Honors Given 


Ninety-nine utility compani 
honored during the Public Utilities 
Advertising Association’s 35th annual 
meeting in Philadelphia for outstand 
ing advertising prepared during 1955 

Award certificates were presented to 
winning-company 


term 
vice 


iddre: 


were 


advertising execu 


tives in recognition of advertising 
vhich survived judging in 21 differ 
nt classifications. Every phase of ad 


rtising conducted by investor-owned 
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the 
Hawaii 


operating utilities throughout 
United States, Canada, and 
was judged in the contest. 

Some two thousand entries were re- 
ceived in this years PUAA Better 
Copy Contest, the oldest continuously 
conducted contest in the advertising 
field. A total of 186 awards were pre- 
sented by Warren W. Widenhofer, 
public relations director of Indiana & 
Michigan Electric Co., Fort Wayne, 
Ind., who served this year as chairman 
of the Better Copy Contest. 

Leading the winners in number of 
awards received was the Union Elec 
tric Co. of Missouri, St. Louis, who re 


ceived seven, The Cincinnati Gas & 
Klectric Co. was second with six 
awards. 


Fans, Vacs Pushed 
A double the West- 


guarantee on 


inghouse Carousel] vacuum cleaner 
which gives the customer five years 


of performance protection and guar- 
anteed trade-in value in the sixth 
year was announced here by the West 
inghouse vacuum cleaner department. 

At the same time, the electric fan 
department revealed a 50 percent in 
crease in dealer cooperative advertis 
ing funds as well as three special 
consumer offers for the coming fan 
selling season 

Backing this consumer appeal plan, 
Westinghouse vacuums will be adver 
tised through an intensive local ad 
vertising plan as a part of the Watch 
Westinghouse campaign. 

It is also pointed out that dealers 
can make up to 484 percent profit 


with the purchase of 18 or more 
Carousel Vacs 
As an added push to fan sales 


during the up-coming heavy selling 
season, Westinghouse has this year in- 
creased its daily cooperative advertis- 
ing expenditures by 50 per cent over 
those of last year 
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FM-AM Clock Radios 
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36-07 20th Ave., Long Island City 5, N.Y. 
Leading Manufacturer of FM Receivers and UHF Converters 
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Dear Mr, Fogel: 


test the product. Kindly send me, prepaid without charge 
Granco FM set in accordance with your ‘President's Offer 
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| am interested in becoming a Granco dealer, but first want to 


Survey Paints Color Picture 


Colored refrigerators accelerate obsolescence, 
help dealers move other colored appliances; buyers 
ignore price, but pre-determine color 


Color is accelerating obsolescence in 
refrigerators, according to the find 
ings of a recent Hotpoint Co. survey 
of 256 owners of colored refrigerators 
in 18 cities throughout the United 
States 

Obsolescence, a factor which tends 
additional appliance sales, 
has been given “top priority” atten 
tion by appliance manufacturers in 
the past 10 years, In attempting to 
increase obsolescence, the industry has 
adopted a “new features and technical 
improvement policy,” which has 
proven successful, It has backed up 
this policy with additional support im 
cluding stepped up sales, advertising, 
merchandising and promotional pro 
grams executed at all three levels: fac 
tory, distributor and dealer 

Proof of the policy's success i 
in the reduction of obsolescence in 
refrigerators from 15 years down to 1] 
yvouTs 

Survey Analyzed, In analyzing the 
1,347th consumer survey conducted 
by Hotpoint during the past 51 years 
of operation, Howard J, Scaife, mar 
keting manager, refrigeration depart 
ment, said that it showed 79 percent 
of the owners’ refrigerators were not 
worm out prior to pur hase More 
over, 28 percent said their refriger 
ators were less than five years old and 
37 percent stated that their refriget 
itors were less than 10 years old 

“This is a strong sales story for 
obsolescence,” Scaife observed ‘Tt 
points up the fact that color in 
frigerators and more broadly all cle 
tric appliances, can decidedly 
additional as well as multipk 
for appliance dealers,’ he added 

To the question “What did vou 
do with your old refrigerator?” 
ers responded this way; 39 percent 
sold it; 35 percent kept it; 16 percent 
traded it in; 7 percent junked it. Of 
the group who did keep their refrig 
erator, 27 percent are currently using 
it as a second refrigerator 

No. 1 Outlet. ‘The appliance dealer 
18 the No 


to create 


» C0 


reat 


sales 


, own 


The survey 
declared that 72 percent of the owners 
purchased their colored refrigerators 
at a retail appliance store, 

Scaife said the showed 83 
percent of the owners did not have 
friends to recommend purchases or 
even view a colored appliance in a 
kitchen, Just 17 percent of the owners 
indicated their friends had colored ap 
pliances before they did and only 2 
percent said suggestions of friends 
prompted them to get interested in 
colored appliances 

The indicated owners pre 
ferred colors in the following order 
vellow, pink, green, brown, and blue 

Almost 80 percent of the owners 
Pave 


color appliance purchaser 


SuTVCy 


survey 


this combination of reasons for 


first thinking about purchasing a 
colored refrigerator: planned a color 
ful kitchen: wanted a change from 
white; remodeled kitchen, saw, and 


liked colored refrigerator 
Some of the 


wer too 


comments 

‘I just wanted the 
. | wanted to get away 
from the monotony of white It 
just didn’t occur to me to buy a 
colored refrigerator until | saw it in a 
dealer's store.” 

Color Pre-determined, It is impor 
tant to note that prospective colored 
refrigerator owners are pre-determined 
is to the color they want. Decision 
on the color prior to purchase was re 
ported by 74 percent of the owners, 
while only 26 percent said they had 
not decided on a color before shop 
ping 


verbatim 
noted 
newest thing 


Reasons for specific decisions as to 
olor listed as “to match or 
blend with color scheme’’—75 percent; 
just liked the particular color’—4] 
percent; “got best price deal’’—3 per 
cent; “easy to clean” —1 percent 

Scaife said that price, which 3 per 
cent of owners listed as a reason for 
buying, is “of little importance to the 
color appliance buyer. They are in the 
market for a colored appliance, have 
pre-determined what color they want 


we're 














The network schedules of color television for the month of May include 


the following programs: 
JUNE 1, 3-4 EDT, NBC 
JUNE 1 
JUNE 2 
JUNE 2, 
JUNE 3 
JUNE 5, 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 
JUNE 


9:30-11 


7 & 8, 3-4 EDT, NBC 


11-15, 3-4 EDT, NBC 


17, 7:30-9 EDT, NBC 
18-22, 3-4 EDT, NBC 
20, 
23, 7-7:30 EDT, 
25-29, 3-4 EDT, 
25, 8-9:39 EDT, 


NBC 


and are willing to pay the recom 
mended price for the appliance,” he 
added. 

Additional Sales. Purchase of a 
colored appliance paves the way for 
additional sales of other appliances, ac 
cording to the owners. Some 80 per 
cent stated that, because of the pur 
chase of a colored refrigerator, they 
did something to their kitchen. Of 
this group, 39 percent said they re- 
modeled the entire kitchen. Some 13 
percent said they purchased another 
appliance, 16 percent purchased new 
cabinets and 15 percent bought sinks 
and counter tops. 

Ihe survey reveals that 32 percent 
do not have other colored dt ay 
30 percent want more, and 65 percent 
would purchase the same 
before 

Scaife predicts that, in 1956, the 
industry will sell about 200,000 
colored refrigerators. He expects this 
figure to rise about 3 to 5 percent cach 


brand as 


AT WHAT KIND OF STORE DID YOU PURCHASE 


YOUR COLORED REFRIGERATOR? 


( PERCENT ANSWERS) 


i TS A 


| outlet for a prospective and the reason why they want it, 
WHERE DID YOU FIRST SEE OR HEAR OF A 
REFRIGERATOR IN COLOR ? 
Magazines 
Cee ae — 
| Store and window displays 
SEE ee CONTRACTOR ME 6 % 
Television 
N% ruamrvel a 4% 
Friend had one 
11% very. srone 9 4% 
In model home 
be MISCELLANEOUS [I 4% 
At home show 
— cm mam 6% 
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Matinee’ 


dramatic series 


5:30-6 EDT, NBC——Howdy-Doody 

, 7-7:30 EDT, CBS—Gene Autry 

EDT, CBS—Ford Star Jubilee, 
, 9-10 EDT, NBC—Goodyear TV Playhouse. 
8-9 EDT, NBC-—-Milton Berle 


“A Bell for Adano.”’ 


“‘Matinee.”’ 

7, 8-9:30 EDT, CBS—Shower of Stars 

9, 7-7:30 EDT, CBS—Gene Autry. 

9, 9-10:30 EDT, NBC——-Max Liebman Presents 
“Matinee.” 

13, 9-10 EDT, NBC—Kraft TV Theater 

16, 7-7:30 EDT, CBS—-Gene Autry 

Sunday Spectacular 
“Matinee.” 

10-10:30 EDT, NBC-——This Is Your Life 
CBS—Gene Autry 
~"'Matinee.”’ 
NBC——Producer’s Showcase 
26 & 28, 7:30-7:45 EDT, NBC 
30, 7-7:30 EDT, CBS—Gene Autry 


Dinah Shore 


1960, the industry's 
colored refrigerator sales should reach 
30 to 35 percent of the total volume 
‘But what is really important,” he 
said, “is that colored appliances are 
creating obsolescence at a faster rate 
than anything else the industry has 
done.” 


vear until, in 


Gross Buys Capehart 


Certain assets of Capehart have 
been sold by the Capehart-Farnsworth 
division of the International Tele 
phone & Telegraph Corp. to the Ben 
Gross Corp. of New York. 

Robert A. Gross, president of the 
Ben Gross Corp., announced the ac 
quisition and said it is the intention 
of the buying company to change its 
name to the Capehart Corp, within 
the next few wecks. 

Included in the sale is all right, 
title, and interest in the name “Cape 
hart,” for all purposes and products 
throughout the world as well as regis- 
tered trade marks and copyrights in 
the United States and abroad. Also 
included, it is understood, is all real 
estate, plant buildings, and radio and 
hi-fidelity manufacturing equipment 
located in Flora, Ind. 

Capehart’s development, test and 
production equipment for high fi 
delitvy, monochrome and color tele 
vision, as well as new product speci 
fications and prototypes at Ft. Wayne 
are also included in the transfer. Not 
included are assets relating to Farns 
worth. 

Gross stated that the new company 
will make known its plans for product 
md merchandising in the near future. 
Purchase price was undisclosed 
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ELECTRICAL 


Assortment 
Ne. 220 
Includes 8 new 
Big and Baby 
Bens in assorted 
finishes, plain and 

luminous dials. 
Dealer Cost $40.81 
colorful 
two-piece 
merchandiser 


FREE! 


22% quantity discount on 24 or more spring alarms.5% quan- 
tity discount on 6 or more electrics, one model or assorted 


3 all-new Bens 


the year’s biggest selling news 


Superbly modern Big Ben (spring and electric) and new 
Baby Ben mean booming business! 


here’s how to “sell ‘em like hot cakes!” 


Assortment 
Neo. 320 


Includes 14 new 
Big and Baby 
Bens in assorted 
finishes, plain and 
luminous dials 


Dealer Cost $72.48 
FREE! tiashing 


light display a 
terrific atten- 
tion getter! 


Better order right away—first come first served. Remember, more Westclox have been sold than any other clocks. eS ee 


i 


n al ules having Pair Trade Law 


ahowe do # 
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ALL HAVE: beautiful new styling in dust-resistant modern metai case 
-.. patterned dial...emart cone-shaped break resistant crystal. And 
of course, the same dependability that has won world-wide respect. 


NEW BIG BEN SPRING ALARM 

A handsome clock for any room, New features! Whisper tick. Quiet single 
key wind. Sweep alarm indicator on dial. Fire-alarm gong can be regulated 
to “loud” or “soft.” 41%" high. Cushioned base. Two finishes: White and 
gold color, Black and nickel color, 


NEW BIG BEN ELECTRIC ALARM 

Great news for those who like electrics! Single knob sets both time and 
alarm. Sweep alarm indicator on dial. Sweep second hand, Insiatent call, 
474%" high. Cushioned base. New Big Ben Electric comes in two striking 
finishes: White and gold color, Bronze and gold color. 


NEW BABY BEN SPRING ALARM 

More appealing than ever! Quiet tick. A steady call, which is adjustable 
to “loud” or “soft.” 34%" high. Cushioned base. New—sweep alarm indi- 
cator on dial. In White and gold color or Black and gold color, he’s out 
to break sales records—as a family favorite and an enchanting gift. 





—s - Every luminous dial sale 
a> ; gives you an extra profit 
— 


LA GALLE-PERUYU, ILLINOIS 


GT 


Vine 





GORPORATION 


ts ave Pair Traded 
Prices quoted 
subject ta change 
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IN THE LOBBY: visitors to Baltimore's Mayfair Theater watch a demo of the 
Lewyt cleaner during tie-in with showing of ‘“The Conqueror.’’ 





IN THE STORE: 


Theatre tie-in with an in-store display 


Baltimore dealer Mike Lombardi capitalizes on the Mayfair 


Selling in Theaters . . . 


..» has proven highly effective for Lewyt; over a mil- 


lion customers were exposed to the firm’s products during a 


recent movie tie-in and more are planned 


During the spring over 220 motion 
yicture theaters across the country 
ana tied-in showings of RKO-Radio’s 
“The Conqueror” with Lewyt vacuum 
cleaners. 

Don’t look for any 
tween the title of the picture and the 
cleaner. Lewyt has also tied in with 
“Escape to Burma,” “All That 
Heaven Allows,” and “Pearl of the 
South Pacific.” 

And during the fall Lewyt will tie 
in with a new Betty Hutton film and 
two other new motion picture releases 

The theater promotions have, as a 
matter of fact, become an integral 
part of Lewyt’s merchandising plans 
Vice president Walter Daily explains 
it this way: Every movie theater 
audience is a captive audience. Patrons 


connection be 
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down at the box 
office and they're seated they 
stay seated. It’s not like home tele 
where a person misses com 
mercials if she wants. When the 
Lewyt film trailer flashes on the screen 
people see it 

(he promotions are simple, Dealers 
set up a lobby display and arrange a 
contest centering around the motion 
picture, First prize is a Lewyt cleaner 
\s part of the package, the theater 
runs a 20-second Lewyt film trailer. 

How It Works. Lewyt staff mem 
bers study new motion picture releases 
to find films which are “adaptable” 
for staging contests. This isn’t too 
tough a requirement. Contestants 
have, for example, been asked to guess 
how many pearls decorated a cut-out 


put their money 


once 


vision 








STEEL KITCHEN CABINET MFRS. 
ASSN. 


Annual Meeting 

The Greenbrier 

White Sulphur Springs, W. Va 
June 1-3 


EDISON ELECTRIC 


24th Annual Meeting 
Atlantic City, N. J 
June 4-7 


INSTITUTE 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


48th Annual Convention 
Ambassador-Cheisea Hotels 
Atlantic City, N. J 

June 10-14 


RADIO-ELECTRONICS- 
TELEVISION MFRS. ASSN. 


Annual Convention 
Edgewater Beach Hotel 
Chicago, Ill. 

June 12-14 


AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


Summer Meeting 
Edgewater Beach Hotel 
Chicago, Ill. 

June 14-16 


SUMMER MARKETS 


Merchandise & Furniture Marts 
Chicago, Ill. 
June 18-29 


INTERNATIONAL HOUSEWARES 
SHOW 


New York Coliseum 
New York City 
June 25-29 


AMERICAN HOME 
ECONOMICS ASSN. 


Convention 
Washington, D. C 
June 26-29 


NATIONAL INDEPENDENT 
HOUSEWARES EXHIBIT 


Hotel Chelsea 
Atlantic City, N. J 
July 8-12 


NATIONAL HOUSEWARES & 
HOME APPLIANCE 
MFRS. EXHIBITS 


Auditorium 
Atlantic City, N. J 
July 9-13 





WESTERN SUMMER RADIO TV 
& APPLIANCE MARKET 


Western Merchandise Mart 
San Francisco, Calif 
July 16-20 


MUSIC MERCHANTS SHOW 


1956 Music Industry Trade Show 

Trade Show Bidg. & Hotel New 
Yorker 

New York City 

July 23-26 


WESTERN ELECTRONIC SHOW 
& CONVENTION 


Civic Auditorium 
San Francisco, Calif 
Aug. 24-26 


NATIONAL ALLIANCE OF 
TELEVISION & ELECTRONIC 
SERVICE ASSOCIATIONS 


Annual Convention 
Chicago, III 
Sept. 14-16 


CANADIAN LR.E. CONVENTION 


Canadian National Exhibition 
Toronto, Ont. 


Oct. 1-3 


CANADIAN ELECTRICAL MFRS. 
ASSN. 


12th Annual Meeting 
Sheraton Brock Hotel 
Niagora Falls, Ont 
Oct 


INTERNATIONAL ASSN. OF 
ELECTRICAL LEAGUES 


1956 Conference 
Sheraton-Cadillac Hotel 
Detroit, Mich. 

Oct. 3-6 


AIR CONDITIONING & 
REFRIGERATION INSTITUTE 


Board of Directors Meeting 
Grand Hotel, Pt. Clear, Ala 
Oct. 22-23 


AIR CONDITIONING & 
REFRIGERATION INSTITUTE 


Product-Section Meetings 
New Orleans, La. 
Oct. 24-26 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


Board of Governors’ Fall Meeting 
Grand Hotel, Pt. Clear, Ala 
Oct. 28-31 





figure of Virginia Mayo. Or they’ve 
been asked to open a treasure chest 
and win the Lewyt inside. In another 
contest entrants had to form four 
letter words from the title of “The 
Conqueror.” There are probably some 


contests Lewyt doesn’t know about 
even today since theater managers 


make up their own. 

This all gets started when Lewyt 
sends mailings to 17,500 theaters 
across the country. Postage alone costs 
$2500, but Lewyt thinks this is an 
investment well worth while. 

Lewyt supplies a simple tie-in pack- 
age for its Sitributors. The kit spells 
out the details of the tie-in and tells 
the distributor what he should ask 
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the theater manager to do. Cost is 
kept to a minimum. The lobby dis- 
play, for example, is made up of ma- 
terial from the dealer's floor and after 
the contest can be returned to the 
floor. The only actual cash outlay is 
for the prize and the film trailer. This 
is charged off on a co-op basis be- 
tween factory, distributor and dealer. 

Does It Pay Off? Lewyt officials 
say that about a million people saw 
the trailer or lobby display or both 
during the 220-theater tie-in with 
“The Conqueror.” Not all saw the 
trailer, because many wander into the 
lobby, look around, then leave. 

Lewyt says that distributors and 
dealers respond favorably to the idea. 








As an electrical contractor, and a full-time appliance dealer, Joseph Winstel, 
second from right, talks business with his team of Graybar Salesmen. 
Photographed during a typical meeting where products, prices and Mr. 


“The Graybar team has 
worked with me for 19 years” 


says: JOSEPH H. WINSTEL, Owner 
Electrical Construction, Repairs & Appliance Co., 





Salem, New Jersey 


“I opened shop as an electrical contractor back 
in °87. Graybar was the first supplier | did 
business with, and we’ve worked together ever 
since. 

“In 1946 I decided to expand my business and 
branched into appliances. Here, again, Graybar 
gave me the closest kind of cooperation. From 
the start, Graybar Salesmen were always on 
hand to advise me about product lines, promo- 
tions, displays and the like. This is the kind of 
information and assistance that goes a long way 
in building a healthy trade. 





Your Customers WANT rhe popular applances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices 


Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 
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Winstel, and J, C, 


“At this writing, the coming year promises to 
be a big one. There’s little doubt that Graybar 
and I will be doing a considerable business to- 
gether. Naturally, | appreciate the frank advice 
and friendly service, but more important, I find 
that Graybar is a top source of brand-name ap- 
pliances. These are the products my customers 
know and want. Handling well-advertised items 
simplifies my selling job, and keeps customers 
happy. And in my business, a satisfied customer 
is a mighty big asset.” 


W.P.“Pat” Dungan and Joe Winstel talk shop in front 
of a gleaming display of appliances. Mr. Winstel’s 
sales of electric housewares has increased appreci- 
ably in the past few years, helped, in part, by displays 
of nationally advertised items and hard selling promo- 
tions. Like the appliances, the famous Moe lighting 
fixtures at left are also available from Graybar. 


643.66 










promotions are usually discussed are, (left to right), J. M, O'Neill, 
Graybar Supply Salesman, W. P. Dungan, Graybar Housewares Salesman, 
Sherwin, Graybar Appliance Sales Manager. 





Jack O'Neill, Graybar Supply 
Salesman makes regular calls and 
works closely with Joe Winatel on 
fitting the material to the need 
Here, Jack helps check inventory 
in the extensive Supply Depart 
ment, Mr, Winstel is ranked 
among the top electrical contrac 
tors in southern New Jersey, He 
keeps five trucks on the road and 
has ten employees, 


in OVER 130 
PRINCIPAL CITIES 
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Survey Gives Cold Facts 


Consumers seen needing education on food 
freezers as utility study finds startling lack of interest 


in Detroit area 


If food freezers are to gain greater 
public acceptance, a long-term task 
of educating the consumer lies ahead, 
according to an article in a recent 
issue of Electrical World, a McGraw 
Hill publication 

This, at least, the article continues, 
is the conclusion drawn from a home 
freezer market survey just completed 
by Detroit Edison Co 

The utility found a distinct lack of 
interest in home freezers among cus 
tomers in its service area. More than 
69 percent of the respondents who 
didn’t own freezers said they had no 
interest in buying one. A whopping 
92 percent of this group furthermore 
said that, even if given the opportu 
nity, they wouldn't accept a freezer in 
their home on any sort of trial 
plan. 

Other findings: More than 66 per 
cent of the nonowners gave ““yust 
don’t have any use for one” as princi- 
pal reason for not wanting to own a 
freezer; 52 percent said they couldn't 
afford one; 19 percent said they had 
no place to put it; and 11] percent said 
they were too expensive 

Of those non-owners who said they 
would like to have a freezer, more 
than 91 percent of them gave con 
venience as the major reason; 53 per 
cent thought it would save money; 36 
percent would like to freeze their own 
produce; and 39 percent wanted more 
food variety 

Stil, 70 those who 
wanted a freezer hadn't bought one 
because they felt they couldn't afford 
it, 

Among 
there was acceptance of 
their value, All freezer owners inter 
viewed expressed complete satisfac 
tion, 97 percent naming convenience 
as the biggest reason, 50 percent nam 
ing economy. Almost 80 percent of 
them said they would rather 
freezer than have a two-zon 
tor 

The survey 
between exposure to advertising and 
desire to freezer. OFf those 
who wanted to own a freezer, 90 per 
cent said they had freezer ads 
Among those who did not want a 
freezer, this figure dropped to 76 
percent. In both cases 
mentioned most 

Freezers are no longer reported to 
be a “luxury” item. Among freezer 
owners in the present survey, 69 pet 
cent were in the middle income group, 
21 percent in the upper, and 10 per 
cent in the lower 

Sixty percent of the owners bought 
their freezers from appliance dealers 
Ownership of chest and upright type 
freezers was pretty evenly distributed 
(46 percent for upright is against 54 
percent for chest 

Almost 60 percent of freezer owners 


free 


percent of 


freezer owners, however 


universal 


own 


refigera 
found some correlation 


own a 


sect 


television was 
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had a refrigerator with a freezer com 
sesteunek: tat when asked which they 
would choose assuming they could 
own a freezer or a two zone refriger 
ator, 66 percent of them chose the 
freezer 


Senate Appeal Made 


A strong appeal was made recently 
by the Radio-Electronics-Tclevision 
Manufacturers Association for an addi 
tional appropriation for the Federal 
Communications Comission’s Bureau 
of Safety and Special Radio Services 
to help reduce that bureau's applica 
tion backlog to workable proportions 

RETMA attorney William L. Rey 
nolds, in appearing before the Senate 
Interstate and Foreign 
Committee, told of the association's 
concern with the FCC's appropriation 
for fiscal 1957 as presently set forth in 
the House-approved measure, H, R 
9739. He said the commission’ 
budget should be increased by ap 
proximately $50,000 and that the 


Commerce 


funds should be earmarked for th 
use of the bureau 
At least two beneficial result 


could be expected from such an in 
crease,”” Reynolds said. ““The bureau 
license application backlog would bi 
reduced from the present maximum 
of 90 davs to approximately 30 days 
ind increased attention could be given 
to vitally 


neCcessa4ry 


rule-making and 


engineering studies. The backlog re 
duction would facilitate use of two 
vay radio communications and the 


tucdies would achieve 
of efficiency i 


qe ncies 


i higher degree 
! the is ot 
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Solid Gold Percolator 





GOVERNOR ABRAHAM A. 


onnecticut 


RIBICOFF of 
a solid gold 


right, admires 


Coffeematic held by Bret C. Neece, presi 
dent of Landers, Frary & Clark. The solid 
sold coffee maker was unveiled ot cere 
monies marking the manufacture of the 


15th million Universal Cotfeemati« 


Housewares Show Preview 


RUSSEL WRIGHT, left, Mrs 


tation and Trade Development exhibit 


Housewares Snow 


Flo English, and William S. Orkin study a smoll 
Cambodian horse, one of 3,000 items to be featured in the Southeast Asia Rehabili 
at the forthcoming 
June 25-29, at the New York Coliseum 








first International 


Fair Trade Decisions Reached 


Court in Maryland, governor's veto of bill in Penn- 
sylvania strengthen effective enforcement; Oregon, 
Kentucky, Virginia rule act illegal 


I rade two victories and 
uffered three defeats in April. One 
victory was won in Maryland, where 
the high state court has upheld the 
constitutionality of Maryland's Fair 
I'rade law for the third time, and the 
other was in Pennsylvania, where Gov- 
ernor George M. Leader vetoed a bill 
which would have weakened effective 
Fair Trade enforcement 

he Fair Trade set-backs 
Oregon, where the state supreme court 
has just ruled that the state Fair ‘Trad 


hau won 


were in 


ict is unconstitutional, and in Vu 
ginia, where the state supreme court 
reached a similar decision. Non-sign 


ers of Fan 
to sell at prices 


l'rade contracts do not have 
et bi 
the courts declared 

Kentucky's 19-vear-old Fair ‘Trade 
law wa unconstitutional in 
in Opinion by Circuit Judge Stuart FE 
Lampe he handed 
down in a suit by General Electric Co 
wainst the American Buyers Coop 
Louisville 


manufacturers, 


declared 


Opinion Was 


erative of 

Ihe Oregon case was brought to the 
high court by the General Electric 
Co. when the R. H. Wahle Co 
GE merchandise below 
prices. The Virginia involved 
Benrus Watch Co. and Smith-Wil 
liams Jewelers of Richmond 

Che favorable decision in Maryland 
was handed down by the state’s Court 
of Appeals in the case of Home Util 
Co., Inc., of Baltimore and 
Hagerstown against Revere Copper & 
Brass, Inc. The had been ap 
pealed by Home Utilities from a favor 
ible ruling granting an 
injunction to Revere Copper & Brass 


sold 
sugg¢ sted 


Case 


ties 
case 


lower court 
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to restrain violations of its minimum 
Fair Trade prices on its trade marked 
products. 

The 


under 


high state court ruled that, 
Maryland’s Fair Trade act, re 
tailers who knowingly handled a fair- 
traded product were required to ob 
serve the manufacturer's minimum 
l'rade price whether the retailers 
had signed Fair ‘Trade contracts or not. 

lain 


I'rade was strengthened in 
Pennsylvania by Gov. Leader’s veto of 
House Bill 1418, which had been 


passed by both houses of the Pennsyl- 
vania State Legislature 

I'he bill contaimed 
vould have 


1 clause which 


made it a “complete d 
fense’’ for any retailer violating a man 
ufacturer’s minimum Fair ‘Trade prices 
to prove that the manufacturer had 
failed, after seven days’ written notice, 
to take reasonably effective steps to 
halt violations by the defendant re 
tailer’s competitors, according to D1 
John W. Dargavel, chairman of the 
Bureau of Education on Fair Trade 


Record Year Seen 


The porcelain enamel industry can 
look forward to a record-breaking year 
in 1956, according to a recent report 
made by the commercial 
committee of the Porcelain 
Institute 

Household appliance manufactur- 
ing, which accounts for over 50% of 
the industry’s volume, will expand 
output by 44 percent, according to 
the committee 


research 
Enamel 
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THEY BUILD 
CUSTOMER 
SATISFACTION 


These men are part of the thousands of experts who design, 
test and quality-check parts for RCA WHIRLPOOL products 
. . . the parts that make the difference between satisfied 
service customers and costly service call backs. 

They design these parts to fit right, work right, and to 
last through prolonged household use. 

When design is perfected, parts are tested in one of the 
largest and finest laboratories in the appliance field. The 
standards are based on the toughest set of specifications 
in the industry. 

But the job these men do doesn’t stop here. It continues 
every day through rigid inspections during parts manufac- 
ture, and in constant engineering tests of the finished parts. 
To be accepted for use in new RCA WHIRLPOOL appliances 
and as replacement parts, they must meet exact factory 
specifications. 

So, to protect your business reputation ... the quality of 
your service jobs ... and the good-will of your customers, 
use nothing but “Factory Specification Parts” when servic- 
ing RCA WHIRLPOOL home appliances. You'll be doubly repaid 
with new customer satisfaction, and their respect for your 
integrity and competence. 


FACTORY SPECIFICATION PARTS FOR 
a Whirlpool PRODUCTS 


meet the toughest specifications 
in the industry. 





Bright Appliance Future 


Research study reveals healthy financial outlook 
across the nation, paints optimistic picture of consumer 


attitudes on new appliances 


The purchase of one or more of 
seven different major appliances with 
in the next twelve months is being 
seriously considered in 8,750,000 
U. 8. households, according to a new 
national research study on which pre 
liminary tabulations have just been 
released 

This new research study, titled 
“Survey of U. §. Markets, 1956,”" was 
conducted by Alfred Politz Research, 
Inc,, under the sponsorship of Look 
magazine, It shows that consumers 
are feeling optimistic and that they 
are in a mood to buy 

The Look-Politz survey reaffirms the 
optimism which was reflected in the 
Federal Reserve Board's most recent 
consumer finance survey, on which 
preliminary tabulations were released 
in March, For instance, the Look 
Politz survey shows that 28.5 percent 
of U. S. consumers say they believe 
that the financial status in their 
household is better now than it was 
a year ago; and an even higher per 
centage——34.5 percent—report that 
they expect the financial status in 
their household to be better a year 
from now than it currently is 

Only 11.8 percent feel that the 
financial status of their household is 
worse today than it was a year ago, 
and only 3.8 percent express the 
opinion that it will be worse a year 
from now than it is today 

Healthy Sales Climate. Such a 
feeling of financial well-being on the 
part of consumers obviously indicates 
a healthy sales climate for all kinds 
of products—providing an adequate 
sales job is done—and has particularly 
important implications for manufac 
turers of products which require a 
relatively large expenditure of money, 
such as major appliances 

Designed as an up-to-the-minute 
marketing aid to Americn business, 
the survey measures buying intentions, 
purchases during 1955, and current 
ownership of a number of important 
consumer products 

For the appliance industry, it gives 
details on aaa things as current own 
ership and buying intentions on: food 
freezers; electric dishwashers;  tele- 
vision sets; electric and gas ranges, me- 
chanical refrigerators; electric washing 
machines; and room air conditioners 

All of this information will be avail 
able according to various marketing 
yardsticks: metropolitan versus non- 
metropolitan areas; family income 
groups; age groups; family size and 
composition; etc 

Field Interviewing. Ficld interview- 
ing was conducted entirely during 
February, 1956, and the survey meas 
ured buying intentions for 12 months 
from the time of interviewing. 

Obviously, unforeseen events may 
cause consumers to change their minds 
about making various expenditures, 
and therefore information on buying 
plans should not be taken as an actual 
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forecast of what will be purchased dur 
ing a given future period. However, 
buying intentions, along with data on 
consumer evaluations of future finan 
cial status, do serve as excellent ba- 
rometers by which industry can gauge 
the economic outlook generally 

In this connection, it is interesting 
to note that the Look-Politz research 
shows that individuals in 1,250,000 
households are seriously considering 
the purchase of an electric or gas 
within the next 12 months; 
1,300,000 are talking about purchas 
ing a food freezer; and fully 1,550,000 
have a new room air conditioner under 
serious consideration 

Only Private Households. These 
figures represent only the private 
households in which the purchase of 
one or more major appliances is being 
considered. ‘The figures do not in 
clude purchases of appliances which 
may be planned by landlords for th 
use of their tenants or by business es 
tablishments for commercial use. The 
figures also do not include purchases 
of major appliances which may be 
planned by building contractors for 
new homes which they are construc 
ting for sale to others 

Interviews in the survey were made 
on a multi-stage area probability sam 
ple basis in 4,772 households in the 
United States. People from all walks 
of life and from all sections of the 
country were interviewed 


range 


Merger Consummated 


American Cyanamid Co. has a 
quired the business and assets of The 
Formica Co., a leader in the produc- 
tion of plastic laminates. Terms of 
the acquisition were approved by the 
board of directors of Cyanamid and 
the shareholders and directors of For- 
mica. 

A new, wholly-owned Cyanamid 
subsidiary, Formica Corp., has been 
formed and will operate under its ex- 
isting management, with D. J. 
O’Conor, Jr., president of The For 
mica Co,, as pre sident of the new sub 
siciary 

S. C. Moody and G. R. Martin, 
vice presidents, represented Cyanamid, 
while O’Conor acted for Formica at 
the formal signing of the agreement. 

Formica’s office and main plants are 
located in the Cincinnati, O., area. 
Last year’s product sales were $36, 
471,588 with net earnings of $3,123,- 
740. Best known products include 
plastic laminates for use as countertops 
and kitchen work surfaces, etc, Of 
major importance to industrial users 
are laminates for aircraft, automobiles, 
refrigeration equipment, electrical ap- 
paratus, and similar machinery. 

Cyanamid, with headquarters in 
New York City, operates more than 
40 plants in this country and abroad. 





MAE WEST receives a new Magnavox personal portable from Harry Price Jr., 


president of Price's 
Quarter night club in New York City 


appliance stores of Norfolk, Va., 


backstage at the Latin 


Price and ten of his top salesmen were the 


guests of The Magnavox Co. at a ‘Weekend at the Waldorf’’ party celebrating 


their victory as leading Magnavox sales group in the country 


Left to right are 


salesmen David Hodsden and Robert Dunning; Price; Miss West; salesman R. E. 
Long; and George Wilkins, eastern regional sales manager of Magnavox 


Sales Win Fete 


Harry Price, president of Price’s ap 
pliance stores in Norfolk, and ten of 
his sales organization spent a fabulous 
April “Weekend at the Waldorf” in 
New York City as guests of The Mag 
navox Co 

They were awarded the trip for hav 
ing sold the greatest number of Mag 
navox instruments—822—in a national 
sales contest. 

While in New York, they were 
hosts to the press at a reception and 
were feted at night clubs, the theater, 
and the circus. — 

In addition to Price, the group in- 
cluded Herman H. Brinkley, Hilbert 
F. Tiberi, Preston M. Lane, Charles 
M. Major, Jr., Robert L. Dunning, 


Sales Aids List Facts 


Jr., Clyde L. Owens, J. Davis Hods 
den, R. E. Long, Jr., J. C. Bradshaw, 
and W. E, Grumiaux, Ir. 

During their stay in New York their 
hosts were Dan R. Cavalier, Magna 


vox sales promotion manager, and 
George Wilkins, eastern zone man 
ager. 


The group won the prize in a con- 
test against Don Gabbert, Minneap- 
olis Magnavox dealer. Gabbert ran 
up a total of 478 sales. 

During the contest, Price gave $10 
in cash to everyone in the Norfolk 
area who answered his telephone with 
“Magnavox” when a solicitor called. 
He also chartered a plane and flew his 
whole sales staff 14,000 feet over Nor- 
folk to impress upon them “The sky’s 
the limit in beating . . . Gabbert.” 





N 


NEW STICK-ON, transparent panels are 


the feotures of Norge refrigerators 





The 





silent helps to cue retail salesmen on 


clear acetate strips attach on top and 


bottom easily and quickly, left, and are printed in bright red and blue for top 


visibility when salesmon is talking to customer, right 


Four strips for the throot 


liner on both sides of the refrigerator are being made available to distributors, 
Norge division, Borg-Warner Corp., Chicago, announced 
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Hang on 
till you see 
1 the new 


HOTPOINT 








) “Premier showing at Summer Furniture Market, June 18-29, Merchandise Mart, Chicago. 
Hotpoint Space 1120, ttotpsint Co. (A Division of General Electric Co.) 
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. 
skinner, center, and Ray George, VP 


response trom Charles 


CHECKING reaction (0 a washer-dr yer 


display, Philco president James M 


merchandising, left, get an enthusiastic 


Pineer, Eshelman Supply Co., Lancaster, Pa 


ONE BY ONE the soles features of portable TV sets, six aluminum, one steel, 


_——— a Sew 


are reviewed by John Utz, TV sales manager. Utz also showed wrought iron 
tables and plastic covers for use with both 14 and 17-inch models 


Philco BALANCES’ Its Lines .. . 


... by introducing a complete array of laundry equipment (whose washers feature 


“ball-point balance” suspension) and by adding seven portables to its TV line 


The expected and the unexpected 
shared the spotlight last month as 
Phileo showed its distributors a new 
laundry line and seven additions to its 
IV line 

I'he laundry line had been expected 
for a long time. Even before Philco 
purchased the Dexter Co, in January 
1954, the trade had decided that 
Philco must eventually add a laundry 
line to round out its appliance famils 
Philco executives agreed but took 
their time, even after the pur hase of 
Dexter. Last winter word got out that 
the Philco laundry equipment would 
make its debut this spring and last 





REMARKS by John M. Otter, executive 
vice president, wind up kickoff meeting 
oat Bellevue-Stratford hotel in Philadel 
phia 
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month im distributor meetings around 
the country the firm kept its promise. 

The unexpected at the distributor 
meetings came in the form of seven 
portable ‘I'V sets, Trade sources think 
most ‘I'V manufacturers will soon add 
uch sets but Philco’s 
nouncement came as almost a com 
plete surprise 

Laundry Balance. Seven wringers, 
priced from $99.95 to $239.95 and 
including two ‘““Twin-A-Matic” units 
led off the product parade. Then 
came the automatics, featuring “ball 
point balance’’ suspension, a Philco 
innovation that will get the big sell 


sudden an 





WASHER FRONT strips off for easy servicing, as Joseph 
Lydon, sales training manager, outlines selling emphasis that ance’ suspension system works. Al Rosebaugh, left, appli- 
will be made in clinics across the country and in special 
film designed to aid salesmen push new laundry line 


ing plugs. Prices on three, W-262, 
264, and 266, were $229.95, $299.95, 
and $349.95, respectively. A fourth 
unit, W-268, priced at $369.95, an 
nounced but not shown, will not be 
shipped until early July 

I'hree clectric dryers, at $199.95, 
$229.95, and $269.95, plus two natu 
ral or manufactured gas units and two 
bottled gas units, priced at $229.95 
and $279.95, rounded out the new 
born laundry line. 

Expanded Dexter facilities, accord 
ing to Al Rosebaugh, appliance divi 
sion sales manager, will produce over 
300,000 washers annually. Both these 
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and dryer manufacturing facilities at 
Mt. Clements, Mich. are slated for 
continued expansion, both in space 
and machine tools. 

Dual distribution of Dexter and 
Phileo branded products will continue, 
with Dexter franchises being gradually 
cancelled as Philco distributors take 
over in overlapping areas 

Rosebaugh cautioned the independ- 
ent distributors that “Only by pricing 
realistically can you hope to sell our 
new line and make Philco home laun- 
dry a factor in your area.” 

lo help get the new laundry line 
over to the public Philco plans to 





CUTAWAY mode! demonstrates how new “ball point bal- 


ance division sales manager, shows unit to Irving Hirschorn, 
partner of J. E. Miller Co., Pittsburgh 
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..and showing up well when you handle the finest 
automatic dishwasher made— Kitchen Aid. 


Your business operation is judged by the lines 
you handle...and the quickest way to put a brand 
of quality on your business is to handle the product 
that has earned a reputation for being the best in 
workmanship, performance and styling— 
Kitchen Aid, 


All a prospect needs to become a KitchenAid 
owner is to see it in action, for the power washing 
action of the Hobart wash arm and the separate 
unit for sparkling, sanitary drying are unmatched 
by any other home dishwasher. In the broad 
Kitchen Aid line, there is a model that is just exactly 
right for any kitchen. Installation is a simple step. 
Under-counter models come in a wide range of 





finishes—White, Antique Copper or Satin Chrome. 
Actually, the dishwasher front can be finished in 
any color tone to suit any kitchen decor. KitchenAid 
is not only the finest made, but a KitchenAid fran- 
chise is a valued franchise... backed by the oldest 
and most respected name in the business— 
HOBART! The decorator-styled food mixers and 
electric coffee mills are KitchenAid, by Hobart, too! 

For information, write KitchenAid Home Dish- 
washer Division, Dept. KEM, The Hobart Manu- 
facturing Co., Troy, Ohio, In Canada: 175 George 
St., Toronto 2. 


hitchenAid. 
The Finest Made... by A 


The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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Look at these advanced Hobart features— 
spacious wash chamber.,..Hobart revolving 
power wash action...unique, new dual 
strainer system...sanitary, self-cleaning cir- 
cular sump.. .large-capacity sliding cushion- 
coated racks (upper is adjustable). ..five- 
compartment lift-out silver basket. 
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spend im excess of $1 million on a 
consumer, trade magazine, radio and 
TY advertising program. 

“The big sock,” as Ray Georg 
vice president in charge of merchan 
dising, puts it, “will be 
sponsor the comin 
tions... . We will reach 36 million 
homes .. . for a total of 360 minutes, 
or six hours, of commercial ‘I'V time.” 


when we 
political conven 


Ball Point Balance. There is no 
question that Phileo is banking heavy 
ily on the selling power of its ‘ball 
point balance” suspension system fea 
ture to catapult its washers into a top 


category among competitive units in 
the we Brom 

Hufnagle called this feature “the 
first major development in hom 


laundry since the birth of the auto 
matic washer,” and the theme will 
be pushed in ads, 

In a specially-prepared film shown 
the distributors Ray Rich, vice presi 
dent and general manager of the ap 
pliance division, dissected the sab 
lem of handling the unbalanced load 
in washers, explored competitive at 
tempts to find the ideal solution to it, 
and then offered Philco’s suspension 
system as the final answer to the prob 
lem, 

Pretested by more than 6,500,000 
washings, the system uses a ball point 
plate to cushion the drive of the spin 
ning tub in the spin-dry cycle of the 
washer Operating on the samc prin 
ciple as a gyroscope or spinning top, 
this ball point plate is said to keep 
the tub in perfect balance. It elimi 
nates the need of a cut-off switch for 
unbalanced loads, requires no weights, 
springs, or snubbers to counterbal 
ance high speed spin forces, 


Surprise Balance. In a surprise 
move, Philco’s TV division later in 
the meeting announced four new 14 
and three 17-inch portable TV sets, 
weighing 26 and 32 pounds, respec 
tively. Il were offered with wrought 
iron tables and plastic covers as addi 
tional accessories 

Larry F. Hardy, vice-president, 
product development, said Philco 
“planned to produce several hundred 
thousand portables in the next six 
months would go all out on 
portables.” 

Despite the absence of prices on 
the portables and the promise they 
would be competitive, Hardy never 
theless left room for speculation when 
he concluded: 

“I predict to you, the level of pric 
ing at the dealer and manufacturer 
level is going to be upward.” 


Spartan Tools Sold 


McGraw Electric Co. has purchased 
the clectric steam vaporizer and bottle 
warmer tools and molds of The Spar 
ton Co,, Minneapolis, Minn. The 
Bersted manufacturing division will 
continue to manufacture these prod- 
ucts under the Spartan name. No 
changes in design or models are pres 
ently contemplated 

The Spartan Co, has relinquished 
this part of its business in order to 
facilitate production in other fields 
All other atten activities will remain 
in the hands of the parent company 
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WOMEN IN SALES 





ANALYZING THE PROGRESS of women in sales during the past 56 yeors are, left 


to right: Claire Mann, ABC-TV stor 


and chairwoman of ‘“Women-in-Sales”’ 


promotion; Grover Whelan, promotion judge; and Deon Wilbur McKee, of New 


York University’s School of Commerce 


Women Launch Campaign 


Aims of “Women-In-Sales” promotion include 
penetration of 100 major firms, recognition of women 


as good sales personnel 


Nearly 100 top level business execu 
tives attended a luncheon May 10 
at the Savoy Plaza Hotel, New York 
City, launching “Women-In-Sales,” 
a unique, nation-wide, industry-sup 
ported campaign which is seeking to 
open new opportunities for women in 
industry 

In a talk before these business 
leaders, Claire Mann, American Broad 
casting Co. television star and chair 
woman of the campaign _ stated 
“American business has too long fo 
cused upon the buying power of wo 
men and has completely neglected the 
selling power of women.” 

Wilbur McKee, dean at New York 


University’s School of Commerce, 


Colorful Dedication 


acted as toastmaster for the occasion. 

Among the leading firms represent 
ing major segments of American in- 
dustry who attended the event were 
Remington Rand, The Borden Co., 
International Business Machines, Coty 
Products, Sterling Drugs, Bloch Drug, 
Young & Rubicam, Lennen & Newell, 
Lewyt Corp., and Coca-Cola Co, 

According to Miss Mann, the “Wo- 
men-in-Sales” promotion has already 
gone into high gear. During the first 
year of its campaign, “Women-In 
Sales” will attempt to place at least 
one saleswoman on the sales force of 
each of 100 national firms who now 
have a policy against the employment 
of saleswomen, 








PARTICIPATING 


IN DEDICATION CEREMONIES ot 


which Station WNBQ, 


Chicago, became the world’s first all-color television station, were, left to right, 


Robert W. Sarnoff, president of the National Broadcasting Co 


; Mayor Richard J 


Daley of Chicago, and Jules Herbuveaux, vice president in charge of Station 


WNBOQ-WMAQ, Chicago 
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Report Hits GM 


A Senate antitrust subcommittee 
staff report on General Motors Corp. 
critical of GM _ size and economic 
power—suggests that the company’s 
sales finance subsidiary, General Mo- 
tors Acceptance Corp., should be split 
off from the parent company. Such 
a step, says the report, would 
strengthen competition and not hurt 
the general economy 

The report, however, does not get 
into GM's consumer appliance busi 
ness at all, and the conclusions con 
cerning GM’s financing are based on 
its financing of cars, trucks, buses, and 
diesel locomotives 

Monthi-long Study. 
the result of a 
study’ 


Che report is 
month-long ‘“‘case 
made last year of GM’s oper 
ations in buses, diesels, off-the-high 
way carth-moving machinery, whole 
sale and retail car financing, new cat 
distribution through franchise dealers, 
and automotive parts 

Sen. Joseph C. O'Mahoney (D. 
Wyo.), chairman of the subcommittee, 
says the report is intended as a study 
and not an antitrust prosecution of 
GM. Both O’Mahoney and Justice 
Department antitrust chief Stanley N. 
Barnes, prior to the release of the 
report, however, suggested it might 
be a good thing if GM voluntarily got 
rid of GMAC. But no legislation o1 
antitrust action im a court to require 
this is in the wind right now 


78 RPM Discs Fade 


The 75 rpm single disc, a popular 
fixture of the record industry for more 
than 50 years, is rapidly becoming as 
extinct as the cylindrical record, ac- 
cording to James P. Conkling, presi 
dent of Columbia Records. Conkling’s 
observation was the result of an ex 
tensive dealer-consumer study. 

Columbia Records, Conkling an- 
nounced, will now begin a gradual 
withdrawal of 78 rpm discs from its 
catalogue. Popular singles repertoire 
will be issued initially, and in most 
cases exclusively, on 45 rpm discs. In 
particular cases where artists’ popu 
larity and consumer demand warrant 
duplication, 78 rpm versions will also 
be made available, however. 

Heretofore, all popular single re 
leases have been issued automatically 
in both 78 and 45 rpm versions 

Columbia’s action is borne out by 
the plans of other major record com- 
panies. RCA Victor, for instance, re 
ports that it is doing nothing in the 
field of 78 albums and decreasing its 
production of such singles. 

Decca reports that 45 rpm records 
are increasingly taking over, but that 
the company has no immediate plans 
to discontinue making 78 rpm discs 


Facilities Added 


Three-fold expansion of Frigidaire’s 
air conditioning engineering depart 
ment, including solar research facilities 
for home heating and cooling, has 
been announced by Mason M. Rob 
erts, General Motors vice president 
and head of Frigidaire 
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The "Personal," mode! 8P1T703, 36 square inches 
of viewable picture, With antenna, 


yw NEW Sle 
“PERSONAL” 
TV by RCA VICTOR 





a4 
o.. é 
a Pa 
se ie > d 
a j aad 
’ 
~ 





SMALLEST, SMARTEST TV EVER BUILT 


And you are invited to see the entire spectacular new RCA Victor TV line—and the New 


Orthophonic High Fidelity “Victrola” Phonographs—at the Chicago Merchandise Mart, June 18 


®% RCA VICTOR 


RADIO CORPORATION OF AMERICA 


EVERY YEAR MORE PEOPLE BUY RCA VICTOR THAN ANY OTHER TELEVISION 
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NAMM Plays Hi-Fi Tune 


Annual Music Industry Trade Show to feature 
hi-fi sets, panel, in addition to conventional radio and 


television equipment 


The 1956 Music Industry Trade 
Show returns to New York City July 
23 through 26 after three years in 
Chicago. Most exhibits will be set up 
in the completeiy air-conditioned 
Trade Show Building across the street 
from the Hotel New Yorker. 

A selection of television, conven 
tional radio, and high fidelity consoles 
will be located on the fifth and sixth 
floors of the building. In addition, 
the entire eighth floor of the Hotel 
New Yorker will be given over to high 
fidelity, phonographs, radios, sound 
py eh and tape and wire record- 
ers for the convenience of shoppers 
secking information along these lines. 

The Trade Show Building also offers 
an exhibit hall where small items can 
be shown to best advantage. Rooms 
on the floors above are spacious and 
have been assigned to exhibits requir- 
ing large areas for proper display 

Nigh fidelity will occupy a promi 
nent place in the show. The four-year- 
old ki-fi industry, according to the 
High-Fidelity Institute, now grosses 
in the neighborhood of $500 million 
annually. It has been transformed 
from a blue ribbon fad among audio 
engineers into an increasingly-import 
ant industry. 

Taking cognizance of this trend, 
the NAMM Trade Show has arranged 
a high fidelity panel. It will be led 
by K. G. Gillespie, general manager of 
the Jenkins Music Co., Kansas City, 
Mo. 

Tentative plans for the hi-fi panel 
include manufacturers representatives 
presenting basic merchandising ideas, 
and ineainate who have been excep- 
tionally skillful in their consumer 
presentations, 

High fidelity, which has radically 


Rice the Modern Way 


é , rages 


EAST MEETS WEST. This electric cooker, 


called the Kwali, hos been designed 
especially for people in the East who use 
the traditional round-bottomed utensi! for 
cooking their rice, It was shown last 
month at the London section of the British 
industries Fair. A Malayan is pictured pre- 
paring his rice on the cooker 
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changed the complexion of the phono- 
paph record industry, will also be 
high on the agenda during the record 
panel at the oy, 

All told, five important panels have 
been scheduled to date for the show. 
The other three are a piano merchan 
dising and promotion panel sponsored 
by the National Piano Manufacturers 
Association, a panel sponsored by the 
American Music Conference, and a 
band instrument panel under aegis of 
NAMM. 

Main registration for the show will 
be on the second floor of the Hotel 
New Yorker, with auxiliary registra- 
tion facility in the lobby of the Trade 
Show Building. 

Exhibit hours will be from 9 to 6 
Morday through Wednesday and 
from 9 to 5 on Thursday. Saturday 
and Sunday preceding the opening will 
be set-up days, beginning at 9 A. M., 
July 21, 


Manufacturer Briefs 


* Sylvania Electric Products, Inc., an 
nounces that it has leased 33,000 
square feet of office space in Denver, 
Colo, Products to be stored there 
will include television picture tubes. 
* Magnavox is reported increasing its 
warehouse operations throughout the 
country. A 20,000 square foot ware 
house and service building is now 
under construction in Los Angeles as 
a part of this expansion program. New 
and larger scotia have also been 
provided elsewhere in the country. 

* Ironrite Inc. is nearing the comple- 
tion of an additional building at 
their Mt. Clemens, Mich., plant. The 
steel and poured concrete structure 
will add 25,000 square feet to the 
firm’s facilities, 

* Carrier —_ construction of a 
$6-million dollar West Coast plant 
for the production of air conditioning 
equipment, furnaces, and water heat- 
ers will begin this year. The new 
manufacturing, engineering and office 
facilities will be located at Puente, 
Calif. 

* Lewyt Corp. is introducing a new 
combination accessory and service kit, 
providing replacement items for over- 
the-counter service. Having a retail 
value of $47.17, the kit is being sold 
to dealers at a “bargain price.” 

* Magnavox Co. of Tennessee and the 
union representing the employees 
agreed recently to the terms of a new 
five-year contract which assures a long 
period of labor continuity at Greene- 
ville, Tenn. Byron D. Sites, director 
of industrial relations at Greeneville, 
said, “The Magnavox Co. is pleased 
with the settlement of the contract 
which we believe is fair both to the 
employees and to the company with 
five years of labor peace ahead.” 


Westin 
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ghouse Radio Promotion 








WESTINGHOUSE SHOWER OF GIFTS promotion in conjunction with National 


Radio Week brings the Goy Nineties up-to-date 
Westinghouse Electric Supply Co., consumer products division, Chicago. 


This sales group is sponsored by 
The 


Gay-Nineties salesmen are, left to right, Carle Scarim, Ed Paisley, Jerry Mann, 
Ken Murphy, Dick Golden, Marvin Shane, John Craughwell, and Len Kleifield. The 
modern misses are Betty Serrens, Sherille Davis, Dorothy Johnson, Audrey Becker, 


and Given Shepard 


Patent Pact Signed 


License agreement for exchange of 


patents has been reached between 
luttle Electric Products, Inc., of 
Kirkland, Ill, and Renfrew Electric 


and Refrigerating Co., Ltd., of Ren 
frew, Ont., according to D. V. Tuttle, 
president of Tuttle, and J. R. Long 
staffe, president of Renfrew. 

The two companies manufacture 
kindred products. The move is in 
tended to bring into the U. S. the 
benefits of Renfrew Electric’s engi 
neering and research resources and, at 
the same time, extend to Canada the 
opportunity to benefit from the pat- 
ents and methods developed by Tut 
tle. 

The license agreement includes the 
exclusive right for the manufacture 
and distribution of each company’s 

roducts in their respective countrics. 
Renfrew Electric manufactures the 
Canadian Beauty line of electrical 
appliances. Tuttle Electric Products, 
Inc., is one of the country’s largest 
manufacturers of heating units, such 
as range components, etc. 


Subsidiary Formed 


Granco Products, Inc., announces 
the formation of a wholly-owned sub- 
sidiary, Granco Sales Corp. 

Henry Fogel remains as president of 
Granco Products, Inc., but will also 
assume the duties of chairman of the 
board of the new subsidiary. Lloyd 
Dopkins has been elected president 
of the Granco Sales Corp. and will 
retain his position as vice president 
in charge of sales of the parent com- 
pany. 

The Granco Sales Corp. will begin 
its activity in the metropolitan New 
York market which includes northern 
New Jersey and lower Connecticut 
where the company now operates di- 
rect to dealer distribution. 


JUNE, 


IT&T, Philco Agree 


A patent-licensing agreement has 
been signed between the Philco Corp. 
and the International Telephone and 
Telegraph Corp., according to a joint 
announcement made by the two com- 
panies. 

The agreement, which is for a mini 
mum of five years from its effective 
date of January 1, 1956, gives each 
company the nght to use the other’s 
patents on radio, television, and elec 
tron tubes, including home radio and 
television receivers. IT & T has re 
served from the agreement its patents 
on selenium rectifiers, aerial naviga 
tion systems, and semi-conductor 
diodes, while Philco has reserved color 
television, semi-conductor diodes, and 
transistors. 


Talking Box 





BEARING 16 SALES POINTS in large 
type, the top of this new all-color box for 
Lasko’s Square Meal automatic electric 
skillet is designed to serve as an upright 
poster in a mass display when a box is 
set on its side. The printed details of the 
skillet’s features give a complete self- 
selling story. 
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Admiral 


Super-Speed Freezing Does it! 
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DULUX meets the exacting requirements 
of today’s topflight manufacturers 





Better Things for Better Living . . . through Chemistry 


America’s leading 
home-appliance finish 


Over 53,000,000 major home-appliance units now in 


service are finished with Du Pont DULUX Enamel. 
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LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality, Every ship- 
ment of this fine finish meets the same rigid specifications. And 
that’s just one of the important cost-cutting, sales-winning ad- 
vantages that DULUX offers. 


Constant research by Du Pont chemists has resulted in a 
finish that gives more rugged resistance to chipping, cracking, 
scratching and staining. Application costs are lower, too—with- 
out sacrifice of quality appearance and dependable performance, 

DULUX keeps its flawless appearance after years of con- 
stant use in the home. Its easy cleanability, resistance to wear 
and long-lasting whiteness help build the continued customer 
satisfaction so vital to the success of any appliance line. No 


wonder so many of today’s topflight appliance manufacturers use 


Du Pont DULUX Finishes. 


E |. du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington 98, Del. 
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MARKETING 


Cooling Milestone Hailed 


Texas project includes 1152 central coolers; Ty- 
phoon president sees expanding market in middle income 
housing for compact, easy-to-install units 


The Barton Hills project at Austin, 
Tex., where 1152 a s are being 
equipped with year-round air condi 
tioning, signals a milestone in home 
air conditioning, according to Don V 
Petrone, president of Typhoon Air 
Conditioning Co., Brooklyn, a division 
of Hupp Corp. 

Petrone believes the Barton Hills 
installations will stimulate promotion 
of home air conditioning in the huge 
medium-priced home field. 

Petrone predicts that unit sales of 
all types of central system home air 
conditioning Ce my this year prob 
ably will reach the 225,000 mark, as 
compared with 135,000 such systems 
last year, For next year, he estimates 
that some 300,000 homes will receive 
all a indoor climate control. 

The compact Typhoon Weather 
Selector, is being used in the Barton 
Hills project; it will be installed in a 
closet. the. condensing unit for the 
cooling coils can be set up anywhere 
outside the house. 

A main advantage of the ‘Typhoon 
cooling coil is that it is more compact 
than any heretofore developed, but 
delivers full rated cooling capacity. 
Only ten inches high, it slides easily 
into the housed-in space allotted for 
the coil in the top of the closet fur- 
nace. All connections can be made 
from inside the closet 

The unit can be switched from cool- 
ing to heating by the home owner. It 
uses ne water, Operates quietly, and 
requires little service, Builders, clec- 
tricians, plumbers, and sheet metal 
workers get complete specifications in 
advance, thus cutting down time and 
cost of installations. 

Cost of all-vear waterless air condi 
tioning varies with the house, Petrone 


Breezy Shipment 


THINGS ARE IN THE PINK (ond coral) 
as the first solid corload of colored Signal 
fans leaves Menominee, Mich., 


bound for 
All-State Distributors, Inc., Newark, N. J 
On hand for the event were Signal sales 


manager P. G. Glenkey ond Neil J 
O'Donnell, Signal sales promotion man 
ager 
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points out, depending as it does on 


factors such as insulation, exposure to 


the sun, and wind. However, he esti- 
mates that all-year air conditioning 
vith the three-ton units used at Bar 


ton Hills will cost between 80 cents 
and $1 per square foot of home area, 


AC Market Predicted 


The Memphis Retail Appliance 
Dealers Association recently heard 
R. E. Cassatt, manager of sales, com- 
mercial division, York Corp., predict 
that 1,800,000 room air conditioners 
will be sold in 1956. Cassatt also 
pointed out that, according to the 
wired home index, room air condition- 
ers are only 5.6 percent saturated. 

According to Cassatt, however, 
“the biggest thorn in the rosy future 
of the room air conditioner market is 
yrice-cutting.”” He indicated that the 
big challenge in the business is how 
to get volume without cutting prices. 
He pointed out that a recent survey by 
Time magazine revealed that only one 
percent of the people consider price 
most important when buying a unit. 


Revised Guide Ready 


“A Guide for Retail Advertising 
and Selling’ has been completely re- 
vised and is being offered in its fifth 
edition by the advertising standards 
committee of the Association of Bet 
ter Business Bureaus, Inc. 

Che 216-page volume contains 45 
chapters and sells for $3.50. It has 
been compiled to help advertisers 
through the maze of regulations, rul 
ings and recommendations issued in 
the past 30 years 

rhe volume is available from the 
Association of Better Business Bureaus, 


Inc., New York 17, N. Y. 


AC Data Available 


Reprints of a most complete com 
pilation of engineering specifications 
covering 318 models of 1956 room and 
window air conditioners from 52 com 
panies are now available from the 
American Society of Refrigerating En 
gineers 

These comprehensive specifications 
are the result of a survey of the man 
ufacturers of this equipment. Speci 
fications include much information 
useful to engineers, contractors, serv 
icemen, dealers, and distributors. 

Reprints may be obtained by writing 
to Kefrigeratmg Engineering, 234 
Fifth Avenue, New York 1, N. Y. 
Prices follow: 1-9, 25¢ each; 10-24, 
20¢ each; 25-99, 15¢ each; 100-499, 
10¢ each; 500-999, S¢ each; 
1,000, 4¢ each 


over 


Winner Slides In 








ROBERT E. DOBSON, left, 
presents a check for $1,000 and an Atmos clock to L. R. Beavis, president of 


the L. R. Beavis Co., 


manager of Johnson’s Wax appliance department, 


for winning the national polisher-scrubber sales contest 
conducted by the wax manufacturing company. 


R. W. Griffith, right, regional 


manager of Johnson’s Wax, also presents Beavis with a $100 check as regional 


winner. 
Polisher-Scrubber as district winner. 


Marketing Briefs 


¢ Thor Corp., Chicago, reports a net 
profit of $511,072 after Tesouiation 
for the first quarter of 1956 on a gross 
income of $7,455,045. This com- 
pares with a net loss of $40,988 for 
the comparable first quarter of 1955. 
¢ Toro Manufacturing Corp. reports 
record shipments to distributors of 
over $2,750,000 worth of power mow- 
ers in March, indicative of a record 
breaking year for the Minneapolis 
power mower manufacturer. 

*Avco Manufacturing Corp.’s export 
sales increased 54 percent in the first 
fiscal quarter ended Feb. 29, 1956, 
as compared with the same period 
last year. Largely responsible was a 
substantially higher volume of ship 
ments to South America, more than 
four times that of the comparable 
1955 period. 

¢ American Motors Corp.’s Kelvina 
tor division announces that March 
household appliance sales surpassed 
comparable 30-day figures for the pre 
vious year for the fourteenth month 
in a row, to keep totals for the year 
to date well ahead of 1955. 

«A. O. Smith Corp.’s Permaglas divi 
sion, aided by March production 
which reached an all-time high, 
boosted its first quarter 1956 ship 
ments of Permaglas domestic water 
heaters 32 percent over the first quar 
ter in 1955, 

* Hamilton Manufacturing Co,’s home 
appliance division set a new company 
record during the first three months 
in 1956 for the shipment of Hamilton 
washers and dryers. 

¢ Hotpoint has achieved sales increases 
of up to 17 percent for electric ranges 
during the first 30 days of the com- 


pany’s “Silver Dollar Range Round 
up” promotion. One hundred top 
electric range distributor salesmen 


will be rewarded with an all-expense 
trip to Las Vegas at the end of the 
90-day promotion 

¢ Lewyt Air Conditioner Corp., mak 
ers of built-in wall air peas ~ Aroma 
announces that the company now has 
20 distributors in 20 key markets and 


JUNE, 


Beavis earlier had been presented with a watch and a Johnson’s Wax 


expects to double its number of dis- 
tribution offices within the next four 
weeks. 

¢ Sylvania Electric Products, Inc., re- 
ports that its net income in the first 
quarter of 1956 was the highest for 
any quarter im company history, and 
that sales for the period were the 
greatest for any first quarter on record. 
* Toledo Desk & Fixture Co. reports 
that sales of its Beauty Queen kitchen 
cabinets during the first three months 
of 1956 were the highest in company 


history. First — sales were 80 
percent ahead of the same period last 
year. 


¢ Norge sales of home appliances to 
dealers in the first quarter set an all- 
time record, 17 percent above 1955. 


In-Home Results Good 


RCA Victor television distributors 
and dealers across the nation are ex- 
xeriencing excellent sales results from 
ere demonstrations of color TV re 
ceivers, it was reported by J. P. Ban- 
non, general sales manager, RCA Vic- 
tor television division, Radio Corp. 
of America. 

“All distributors who serve areas in 
which color television programs are 
received, and that covers more than 
90 percent of the country’s TV homes, 
are now participating in the program,” 
according to Bannon. “And while the 
number of sales made by the home 
demonstrations varies from area to 
area, participating distributors and 
dealers generally report excellent re- 
sults.” 


NATESA Board Meets 


Omaha, Neb., was the scene of the 
1956 spring board of directors meet- 
ing of the National Alliance of Tele 
vision & Electronic Service Associa 
tions (NATESA). TESA-Omaha acted 
as host. 

Important constitutional changes 
were voted unanimously. Henceforth, 
the voting power of each afhliate will 
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It requires no crystal ball to predict that the 
June 18-29 market coming up will be a banner event for 
smart buyers. They'll be able to make money making buys 
in a way that will make this summer market of "56 a long 
remembered one, 

And more buyers will make more buys in The 
Merchandise Mart in this, as in every market, 
PRE DIC TIONS ‘ Because here, in air-conditioned comfort, you'll find the 

lines that make the news—all the major lines—the buys 

COCO OOOO Ee ee EEE Eeeeeeeeeeee ee eee e ee, me that make next year's profitse—all ander one roof! 


Tha Monchandian Matt, oun 
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Here are the Lines that make the News... 


% Admiral Corporation ¥& Altorfer Brothers Company we American Kitchens % Amano Refrigeration, inc. Apex Home Appliances we Avco Manufacturing Corporation— 
Crosley & Bendix Division ye Brammer Manufacturing Company ¥& C. 8. S. Columbia x Chott ga Royal Company ¥& The Coleman Company, inc. % Coppes, inc. #% Crown 
Stove Company & The Dortch Stove Works, Inc. te Easy Washing Machines Ye Florence Stove Company %e General Air Conditioning Corporation % General Electric Com- 
pany — Air Conditioning, Appliance & TV Receiver, Broadcast Equipment & Components Dept. and Housewares & Radio Receiver Divisions te Gibson Refrigerator Company te Globe 
American Corporation te Hamilton Manufacturing Company xe Hotpoint Company & Kelvinator Applionces ye Kitchenaid Home Dishwashers %e Lewyt Corporation % Magic 
Chef, Inc. Ye The Magnavox Company & The Maytag Company & Monitor Equipment Corporation %e Motorola, inc, te Mutschier Brothers Company tr Norris-Thermador 
Corporation wr Peerless Manufacturing Corporation Ye Preway, Inc. Ye Radio Corporation of America te Republic Steel Kitchens x Samuel Stamping & Enameling Co., inc 


%& Speed Queen Corporation te Temco, inc. we Tracy Kitchens ye Westinghouse Electric Corporation %e Whirlpool-Seeger Corporation x Youngstown Kitchens ve Zenith 
Redio Corporation 
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rawe ‘vy? 


THE 1956-57 
HEETAIRE PROGRAM 
IS READY NOW! 


The MOST PUBLICIZED 
LINE IN AMERICA! 


THERE’S 


SO MUCH 
NEW NEWS! 


NEW ADVANCE 
BUYING PROGRAM 
for DISTRIBUTOR 
and DEALER! 


TO: MARKEL Electric Products, inc. 
LA SALLE Products, Inc. 
Dept. EM 5, 145 Seneca $t,, Buffalo 3, N. Y. 


Oo. K. Send me the news! 
Nome 
Firm 


Address 


City 


EXPORT DEPT 


15 MOORE ST 


NEW YORK 
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be based upon its local membership, as 
are dues, 

The second major issue was a 
change in quorum. Due to the vast 
growth of NATESA and the increased 
distances covered, to expedite meet- 
ings, the quorum was set at 25 per 
cent of membership in good standing. 

The third major decision was the 
granting of voting power to unaffili- 
ated associate nF inn Henceforth, 
each such member may cast one vote. 

Consideration was given to such 
subjects as various forms of insurance, 
licensing, parts jobber relations, fac- 
tory service operations, ctc. 

A sizeable public relations program 
was described in detail and plans were 
approved unanimously 


Association Briefs 


¢ The National Appliance and Radio- 
I'V Dealers Association’s first meeting 
ever to be sponsored by a single dis- 
tributor was held in Oklahoma City 
on May 18. H. B. Price, Jr., past 
president of NARDA, addressed rep- 
resentatives of 35 leading local retail 
establishments. The invitation was 
extended by Marvin L. Joyner of 
Moder Distributors, Inc. 

«The National Electrical Manufac- 
turers Association announces that 
Chris J. Witting, vice president of 
Westinghouse Electric Corp. and gen- 
eral manager of all consumer product 
divisions, has been elected to NEMA’s 
board of governors. 


A. C. Sales Soar 


Vornado air conditioners, fans, reported selling at 
accelerated rate; central systems seen overtaking win- 


dow units in dollar volume 


O. A. Sutton Corp., Inc., manu 
facturers of Vornado air conditioners 
and fans, has sold as many units in 
the first four months of this year as 
were sold in all of 1955, according to 
Robert G. Farris, director of adver- 
tising and sales promotion for the 
company 

Speaking at a meeting of the Mer- 
chandising Executives Club in New 
York City in April, Farris contended 
that dramatic sales and merchandising 
programs have been responsible for 
Sutton Corp.’s growth from an “un- 
known” to one of the largest manu- 
facturers of comfort cooling equip 
ment in the country. 

Farris claimed that Sutton Corp. is 
the largest manufacturer of central 
air conditioning units under five tons 
He said that, when the company first 
started in business, a market research 
counselor predicted they couldn't 
hope for a volume bigger than 27,200 
fans and $480,000 a year. ‘Today, 
Farris said, unit volume is bigger than 
the predicted dollar volume. 

History Reviewed. Farris reviewed 
the history of the Sutton Corp. at the 
meeting. He traced the company’s 
growth from its beginning as a wat 
time welding shop to its present posi- 
tion. He also demonstrated to the 
group how Sutton sales personnel 
visited distributors over the country 
and “gave retail sales demonstrations 
to wholesalers to create 
for the product.” 

He pointed out that special “air 
test laboratories” and highly special 
ized sales crews were used to penetrate 
the distributor and retail markets with 
the new product 

Farris added that Vornado hopes 
“to sell central air conditioning, not 
only through established heating and 
air conditioning outlets, but right out 
of appliance stores who have not been 
in the central air conditioning busi- 
ness.” 

He outlined a program to sell cen 
tral air conditioning that involves sales 
floor presentation, home demonstra 


enthusiasm 
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tions, follow up parties, and a unique 
sales manual. 

Farris also predicted that central 
air conditioning sales would soon ex- 
ceed the dollar volume of window air 
conditioner sales 


Financial Briefs 


¢ Magnavox Co. discloses a 26 percent 
sales increase for the quarter ended 
March 31, 1956. Sales were $18,100,- 
000 as compared with $14,365,000 in 
the same period last year. High f- 
delity radio-phonograph sales increased 
by 85 percent. ‘Television unit sales 
increased by approximately 20 per- 
cent in contrast with the industry de- 
crease of some 12 percent. 

* Tappan Stove Co. reports 1955 range 
sales as the highest in its history at 
the annual meeting of stockholders. 

e Hoover Co. net sales reached $53, 
680,549 in 1955, the highest in the 
company’s history. This compares 
with $44,395,392 in 1954 

¢ Progress Manufacturing Co., Inc., 
reports that both sales and earnings 
in 1955 shattered all previous records 
For the tenth consecutive year, sales 
established a new high, rising 29 per 
cent above the previous peak volume 
ichieved in 1954. Net income was 
57 percent above the previous top es 
tablished a year earlier. Progress be 
came publicly owned in May, 1955. 

¢ Westinghouse Electric Corp., despite 
the strike at 40 of its plants during 
all but 10 days of the first quarter, 
shipped $225,365,000 worth of prod- 
ucts and booked more orders than 
were booked in the first quarter of 
1954, president Gwilym A. Price re 
ports. The strike, nontheless, resulted 
in a net loss during the first quarter 
of $18,575,000 

¢Granco Products, Inc., in a report 
covering three-quarters of their cur- 
rent fiscal year, shows that, in the nine 
months, sales have already exceeded 
any previous twelve-month period in 
the company’s history 
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Mr. William E. Cranston, President of Thermador Electrical Manufacturing Company, says: 


“You continue to produce inquiries... 


at the lowest cost of any magazine.” 


The key word here is “continue” as many a successful 
advertiser has learned. Consistently since 1948, 
Thermador’s regular advertising to House BEAUTIFUL’s 
Pace Setter families has produced successful sales re- 
sults. That’s because 650,000 top-income families 
(3%-million men and women readers) read House 
BEeAuTIFUL for ideas, ways and products to help them 
achieve the best in today’s living. 

“Thermador, the original built-in electric range units, 
were introduced to America by your great magazine, 
‘House Beautirut’,” writes Mr. Cranston. Both to 
consumers and to dealers, he could have added. 
Thermador had dealer-distributors in only 16 states 
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when their first ad appeared in September 1948. Now 
in 1956, Thermador has nation-wide distribution. 
That’s because over 56,000 people actively engaged 
in retail and building trades subscribe to House 
BEAUTIFUL to keep them ahead of the market. What 
House BEeauTIFUL has done and is doing for 
Thermador, House Beautirut can do for you — sell 
your product and keep it sold on both sides of the 
counter. 


Better write today for further information on this 
richly-responsive market, and a copy of Mr, Cranston’s 
letter. The Advertising Director, House BeautiruL 
Magazine, 572 Madison Ave., New York 22, New York. 
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eo TiTa 4 
easy way 


temashel a 


FREE BOOKLET 
on New 


pipe connections 


PREMIUM STUDY 


FOR WASHERS, DRIERS 


REFRIGERATORS 


AND OTHERS 






Model Cl—with flared joint 
for copper tubing 


16 Page Booklet tells you 18 different 
woys to use PREMIUMS in your busi- 
ness os Self-Liquidators and Traffic 
Builders that will move more merchan- 
dise and increase your sales! 
For your FREE copy write to: 
“Bud” Shankin, Director of Sales, 






Model $T— 
for pipe connections 


SKINNER SEAL SADDLE TEE 
ing pipe connections, No pipe cutting or 


for mak- 


Premium Division, Dept. PM 


threading. Only one bolt to tighten. 
Quick, easy. Cuts cost, For installing wash- 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular. 


Gietson China Co. 


LINCOLN, ILL 





Approved by Underwriters’ Laboratories, inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 


Good service makes good customers 








Sass oO When you deliver the new television set, 
t's a res F i S 
u a. a a real og eB ny family ow 
29188 &. 4th on. Fue. 33. Ps them you agree by delivering it carefully 
and installing it expertly—and they'll be 
Plewse send me prices on Wrapebouts and | your customers for life. One sure way to 
Slingabeuts for | make the right impression is to make 
Orenes 6 radios oid aandiienere | your deliveries in Webb Wrapabouts. 
— ue liens They protect everything—the appliance, 
. , er fator . 
. the customer's woodwork, and your rep- 
utation as a service-minded merchant 
FIRM NAME Webb Wrapabouts are made of water- 
iain repellent canvas, thickly padded, and 
svete} ___ flannel lined—and they last for years. 
stabs | 
WRAPABOUTS 
For Radio, HiFi, TV 
20N€ SANE. / 
and Air Conditioners 
| 
EE ES SE For major appliances use Stingabouts 
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Water Types Tested 


Midwestern experiment proves that soft water 
saves time, soap, effort, according to Water Condition- 


ing Foundation report 


Signs that water conditioning is 
rolling toward wider public acceptance 
were apparent at the eighth annual 
convention of the Water Condition 
ing Foundation in Chicago on April 


\ report by Mrs. G. F. Warren, a 
Lafayette, Ind., home economist, on 
4 test of the pros and cons of treated 
md untreated water showed the sales 
angles which are beginning to reach 
into the family pocketbook. 

Made in conjunction with Woman's 
Home Companion aud Dow Chemical 
Co., the test covered a half vear's 
experience in a_ typical midwestern 
family, with three months of 24 grain 
hard water and three of completely 
softened water. ‘Three sets of clothing 
were provided, one for control and 
two for the different kinds of water. 
leven three sets of silver were used. 

Both soap and syndets were used, 
ind it was proven that soft water 
saves money, particularly in laundry. 
Ihe vearly cost to soften the water 


was $54, and this was the cost of 
soap and syndets 
Syndet Soap 
Period Period 
Ilard water $65.53 $87.63 
Sott water 32.04 34.53 
Saving $33.49 $53.10 


In the job of cleaning the bath 
room tub and laundry, about 30 hours 
of work was saved in a year’s time 
With hard water, it was necessary to 
clean the tub at least three or four 
times a week, often daily 

On personal grooming for the wife, 
Mrs. Warren was able to point out a 
particularly appealing sales angle—the 
way the hair looks after washing in 
oftened water 

In two wavs softened water made 
little appeal to the Warren family 
for drinking, and in cooking. There 
was no difference in food, and the 
family preferred hard water in taste 
Appearance in dishes and silver were 
greatly enhanced by washing in soft 
water, however. The Warren family 
is sold on soft water and will continue 
to use it 

High Input Water Heaters Hit. Dr 
R. C, Weast, Case Institute of ‘Tech 
nology, Cleveland, tossed a bomb 
shell into the high input water heater 
enthusiasts by revealing that his ex 
periments showed the greater the heat, 
the more corrosion takes place in the 
water heater. He used Lake Erie 
water, and the other experts quickly 
pointed out that the character and 
“aggressiveness” of water differed with 
localities. 

Temperatures of 135 had little ef- 
fect on corrosion, but those of 175 did, 
Weast said. Soft water caused more 
corrosion at the higher temperatures 
than at low, he stated 

Copper was frowned on as part of 
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NEW PRESIDENT of the Water Condi- 
tioning Foundation is Dr. R. M. Thomas 
of the Rheem Co. Thomas was chosen at 
the Foundation’s eighth annual conven 
tion in Chicago 


a water heater, and cathodic protec- 
tion of tanks was approved, if the 
anode is located san 

Dr. Florence Ehrenkranz of Iowa 
State College spoke on home launder- 
ing research, covering the use of radio- 
active substanee in a method to check 
clean washing results. 

Dr. R. M. Thomas of the Rheem 
Company was elected president of the 
Water Conditioning Foundation, 
whose headquarters are at 39 South 
LaSalle St., Chicago. John Hosford 
continues as executive secretary. 


PEOPLE 





In Appliance Field 


Miss Bernice Fitz-Gibbon has joined 
the Kudner Agency, Inc., as a con- 
sultant in copy and merchandising for 
l'rigidaire division of General Motors. 
Miss Fitz-Gibbon is widely-known in 
the business community. Though she 
started her career as an advertising 
copy writer, retailers credit her with 
1 selling approach which has created 
a merchandising revolution. Miss 
Vitz-Gibbon is now an advertising 
and merchandising consultant for 
such clients as Stroock Woolens and 
John Wanamaker. She writes for a 
wide group of publications. Her agree- 
ment with Kudner Agency makes her 
services available for all phases of its 
activity on behalf of Fngidaire 


H. E. Hoover Retires 


Retirement of H. Earl Hoover as 
chairman of the board of the Hoover 
Co. was announced recently. Hoover, 
who was 65 last December, formally 
retired at a meeting of the board fol- 
lowing the annual shareholders’ meet- 
ing. 

Hoover's retirement brings te a close 
an active and outstanding career in 
company affairs of almost 42 years. 
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Here’s Why Leading Independent 
Distributors REFUSE to Handle Ress: 


Combination but Manitowoc ~ 
















These two a tell you at a glance there is only one genuine 
combination .. . the MANITOW ‘OC 2-zone. It is the only combina- 
tion made as a genuine combination should be . . . two completely 
separate appliances in one compact unit, It is the only combination 
erformance proved in thousands of American homes sinces 1947 
ANITOWOC 2-zone . . . the combination the public demands . 
the combination you can ‘sell with confidence , , . at a real prof. 











In 
fre dequar, 


i 
Capa ty 


















Genuine ultra-hi humidity, automatic 


Truly two separate appliances in one 
self-defrosting refrigerator. 


— with no wasted space between, 











Featherglide shelves designed for 
largest storage capacity .. . adequate 
height between shelves for tall con- 
tainers. 








Independent temperature controls fer 
both refrigerator and freezer. 





















Ice cube trays at waist height, glide out 


Supermart doors — largest capacity 
easily — cannot freeze to shelf. 


freezer door storage of any combination. 













Exclusive cold wall freezer design — 
refrigeration coils on all sides, top and 
bottom of freezer, 









Radiant shell condenser on all three 


walls—eliminates sweating and 
cleaning. 



















Air-tight sealed cabinet. . . virtually a 
large thermos bottle, both freezer and 
refrigerator liners are thoroughly sealed, 
as well as cabinet jacket. 











? Guerenieed by “WF 
Hovsshooping 


2 apvieinn * wit 


Full freezer space utilization with con- 
venient slide out baskets. 









World's Only genuine full family-size refrigerator-freezer combination! 


THE 
PRODUCT 






CALL, WIRE, WRITE — Tom Hannon, General Sales Manager, SENSATION 
- Manitowoc Equipment Works, Manitowoc, Wisconsin, of the 
| See U $ First in upright freezers seh 
MMER ADIN of the 
yaiTURe SHOW | 
F Spoce 504 
Furniture Mert 
Chicoge 
An exclusive product of the world’s leading freezer manufacturer sates Deparment  Rentenye eaeamten 667 








HOME FREEZERS, their selection and use 
INTERNATIONALLY FAMOUS AS BUILDERS OF SHIPS Pl .. GIANT Cents SR .-- COMMERCIAL REFRIGERATION Ce .. HOME FREEZERS aad 
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W. H. Harrison, 63 





WILLIAM HENRY HARRISON, president 


of international Telephone & Telegraph 


Corp., passed away April 2! of a heart 
ailment at his home in Garden City, N. Y 
He was 63 years of age. One of the out 
standing executives in the communica 
tions industry, Harrison came to the 
iT & T in September, 1948, from the 
American Telephone & Telegraph C 

where he had been serving as vice presi 
dent in charge of operations and engi 


neenng 


L. L. Spencer, 66 


Lloyd L. Spencer, a vice president 
of Stromberg-Carlson until 1949, 
passed on April 7 at his home m Hud 
son, Ohio, following a long illness, 
He was 66 years old. 

Spencer joined Stromberg-Carlson 
in 1937 as general sales manager. He 
was elected vice president in charge 
of sales and a member of the board of 
directors in 1943 


Kimball Advanced 


Fred M. Kimball has moved up to 
the new Kansas Gas & Electric Co 
0sition of vice president, sales. Kim 
ball was elected to tie new post at a 
March board of directors action. He 
joined KG & FE in 1949 as general 
sales manager and is a 25-vear veteran 
of electric utility sales work 


A. M. Gibson, 31 


ll 
ALBERT M. GIBSON, 3) -year-old execu 


tive vice president of the Gibson Refrig 


erator Co., passed on of a heart attack 
May | in Rome. Gibson was married one 
month earlier to the former Nancy Mori 
arty of Grand Rapids, Mich., and the 
couple were spending their honeymoon in 
Europe. Gibson joined the appliance firm 
in 1949 
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Promotion Briefs 
* Look Magazine’s Mother's Day ap- 


pliance promotion had a nation-wide 
tie-in of over 3,900 appliance distrib- 
utors, dealers, and atifities. Partici- 
pants purchased 59-piece display and 
merchandising kits designed to give 
strong support to both dealers and 
utilities in the sale of every type of 
household applianc« 


* Toro Manufacturing Corp., a leader 
in the power mower 4 id, has stepped 
up its 1956 spring advertising pro- 
gram, which included a_ three-page 
spread in Life last month. ‘The com- 
pany's advertising and promotion 
budget this year is approximately 
$500,000 


¢John Oster Manufacturing Co., 
makers of Cummins portable power 
tools, announces its biggest promotion 
since it took over the Cummins line 
two years ago. The program includes 
national advertising in the Saturday 
Evening Post, Better Hlomes (* Gar- 
dens, Popular Science, 
tional 


and other na 
magazines 
envelope stuffers, window banners, di 
plavs, plus other dealer aids 


newspaper mats, 


*Republic Steel Corp. announces 
three dimensional! color slide films of 
typical Republic Steel Kitchens in 
stalled in Semcane throughout the na 
tion as an additional sales aid. Starter 
sets of 12 films and a plastic viewer 
are available 


«Emerson Radio and Phonograph 
Corp. has introduced a_ full-color, 
three-dimensional, flasher-illuminated, 
lithographed room air conditioner dis 
play. By an unusual arrangement of 
the three-way flasher device (each 
flasher lighting up independently of 
the other two), the outstanding fea- 
tures of Emerson’s 1956 room air con- 
ditioner line are high-lighted 


* The Electric Association of Chicago 
in cooperation with the Chicago Trib 
une offered Chicago residents a chance 
to choose the most important benefits 
of home air conditioning in a month 
long contest just ended. ‘The reader 
participation contest was planned to 
increase the air conditioning conscious 
ness of area residents 


*imerson Radio and Phonograph 
Corp. and Phillips-Jones Corp. have 
joined forces for a promotion and ad 
vertising tie-in featuring Emerson 
room air conditioners and Van Heu 
vn Century sheer shirts. The theme 
of the campaign will be “The 
World's ‘Two Smartest Ways to Keep 
Cool ‘ 


Crescent phonographs and tape re 
corders now come with a free bonus 
in merchandise offered by the factory 
on distributor purchasers in May and 
June. 


«A. O. Smith Corporation’s Perma- 
glas division awarded 62 free water 
heaters to families named Smith who 
had babies on Feb. 14. These babies 
came on the day the three millionth 
glass-lined water heater was produced 





RCA-TV Star Tours Plant 





VAUGHN MONROE, right, excenines a new tape recordor casting with Kevin 
Kennedy, left, Kenyon & Eckhardt, Inc., account executive, and Tom Whitten, 
RCA Victor's Cambridge, Ohio, plant manager. Monroe—'‘'the Voice of RCA 


Victor”’ 


recently visited the Cambridge plant as a good will ambassador and to 


learn more about the products he sells on television 


Ad Guide Published 


Handy illustrated booklet offers basic tips on fun- 
damentals of a good ad, plus a check list for selection of 


articles to advertise 


A practical, pre-evaluation guide to 
more profitable advertising by all types 
of retailers, “How to Check Your Ads 
for More Sell,” has been mailed to 
over 1000 daily newspapers, members 
of the bureau of advertising, American 
Newspaper Publishers Association, for 
distribution to their advertisers. 

The pocket-sized booklet furnishes 
an illustrated checklist of “do's” and 
“don'ts” that should be considered by 
both advertising and merchandising 
people in their day-to-day planning 
and scheduling of ads. Basic tips help 
with item selection, copy, and layout. 

“Newspapers’ new book, ‘How to 
Check Your Ads for More Sell,’ 
strikes me as an excellent and much- 
needed service to all kinds of retail 
ers,”” says Joseph R. Rowen, national 
advertising manager for W. T. Grant 
Co. 

From other retail and advertising 
executives representing both large and 
small operations, came these com 
ments 

“Extremely interesting . . . the 
points you make need constant repe 
tition.”—John Fitz-Randolph, _ retail 
consultant for J. Walter ‘Thompson 
Co. 

“You have done what I have felt a 
real need for since I have been in this 
business.” —Gordon L. Mallonee, vice 
president for merchandising and sales, 
Miller & Rhoads, Inc., Richmond, 
Va. 

Fight Key Checks. Included in the 
booklet are eight key checks the re 
tailer can make in advance, in his 
selection of merchandise to advertise: 


JUNE, 


1956—ELECTRICAL 


want, timeliness, depth of stock, news 
worthiness, whether merchandise is 
typical to the store, best value, co- 
ordinated items, and consideration of 
clearances. 

The check list points up these 
basics of a good ad: recognizable style, 
simple layout, dominant illustration, 
getting main benefit to the reader in 
the headline, complete copy, stating 
prices or complete price range, im- 
yortance of brands, considering re- 
lated items, and an urge to action. 


Ad Plan Announced 


A new dealer cooperative advertising 
plan, where the factory pays 100 per- 
cent of the cost, and a trade-in pro- 
gram for toasters have been announced 
as part of the spring sales drive on the 
complete line of electric housewares 
by the Westinghouse Electric Corp. 

The new plan incorporates the use 
of an advertising certificate which is 
worth $25 in newspaper or television 
advertising. 

“When the dealer buys at least six 
of our electric toasters and $100 worth 
of any other houseware at dealer cost,” 
R. Z. Sorenson, manager of electric 
housewares for Westinghouse, said, 
“he will receive an advertising certifi- 
cate worth $25—and when used to ad- 
vertise Westinghouse toasters and 
other housewares, the factory will pay 
the full $25.” 

On electric toasters, the company 
is promoting a trade-in plan. 


MERCHANDISING 

















NEW POSITIONS 








KARL EGELER 


SAM BRIGGS 


Motor Wheel Corp.—Sam Briggs has 
been elected vice president and direc 
tor of the corporation’s appliance sales 
division. Briggs had been general 
manager of the company’s Reo Divi- 





A. J, GREWE 


Gibson Refrigerator Co.—A. J. Grewe 
has been appointed manager of Gib 
son range sales. Named as divisional 
sales managers are E, K. Herring for 
the states of Alabama, Mississippi, 
Louisiana and Arkansas, and G. A. 
Lubenow for the Chicago territory. 
Robert L. Megowen has been ap 
pe’ .ted divisional sales manager for 
sections of Ohio, Pennsylvania, West 
Virginia and New York. P. J. Mora 
han takes over a like post for the mid 
dle Atlantic states. 





HOWARD W. HIBSHMAN 


Hotpoint Co.—Howard W. Hibsh 
man has been appointed manager of 
marketing, television receiver depart- 
ment 


Diehl Manufacturing Co.—James FE. 
Ramsey has been appointed a fan 
merchandising specialist for the com 
pany in the Chicago area. Rowland 
Guildford and Ralph C. Routsong, Jr., 
have been named to similar positions 
in the New York City and Philadel 


phia areas respectively 


Amana Refrigeration, Inc.—Shirley | 
Hittner has been appointed to th 
home economics staff. 








L. C. VANDERTILL 


sion. Karl Egeler has been named di- 
rector of advertising and sales pro- 
motion. L. C, Vandertill has been 
appointed sales manager of the appli- 
ance division. 





American Kitchens Div., Avco Mfg. 
Corp—K. O. Dupree has been named 
director of sales for the division. 
Dupree formerly was sales manager 


for Magic Chef, Inc. 





JOHN F. HORVATH 


Automatic Washer Co.—John I. Hor 
vath has been clected vice president 
and general manager. Horvath for 
merly had been director of research 
for the Cleaver-Brooks Co., of Mil 
waukee, Wis 


Chambers Ranges, Inc.—E. Ff. Mullen 
has been named manager of the 
company’s midwest division. His ter 
ritory includes Wisconsin, Minnesota 
ind North and South Dakota 


Borg-Warner Corp.—Paul <A. Bark 
meier has joined Borg-Warner in 
the newly created position of director 
of marketing services. Barkmeier is 
a former vice president of Radio Corp. 
of America. 


Proctor Electric Co.—Jesse E. Dun 
bar has been appointed southern sales 
manager for the company with head 
quarters in Atlanta, Ga. 
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K STATION WAGON 





Sell aud Juctake. 


THE ORIGINAL 


LAUND-R-VENT 


a 


Test 





increase 
Profits 
This 
Simple 
Way! 


You can always sell ao LAUND-R-VENT when you 
sell a dryer becouse LAUND-R-VENT completes 
the installation; aut tically carries lint and 
moisture to the outside, helps keep laundry room 
dry and clean. One minute's sales talk, a hand- 
some extra profit . . . it's as simple as that! 





Complete Kits Ready to Install 
The all-aluminum LAUND-R-VENTis weather-proof, 
rust-proof, freeze-proof. Automatic damper pre- 
vents down draft. Individually packed, or com- 
plete kits in 3” and 4” diameters which include 
one LAUND-R-VENT, piping, fittings and instal- 
lation instructions, Choice of flexible ducting or 
Snap Lock aluminum pipe and ells. 


ASK YOUR JOBBER: Most jobbers carry LAUND- 
R-VENT kits. If your jobber can't supply you, write 
giving his name. We'll send you prices and literature 
at once. 


COLE- SEWELL 


N PRIN Al 





cw YEATS Shorty” 


& PANEL PICK-UP 
appliance 
dolly 





















Only 47” tall, this new 
Yeats dolly is designed 
for TV and appliance 
men who make deliver- 
les by station wagon or 
panel delivery. No need 
to detach appliance for 
loading .. . the YEATS 
“Shorty” will slide into 
your vehicle with ease. 
Has same aluminum al- 
loy frame, 30 second 
strap ratchet and cater. 
pillar step glide as the 
standard size YEATS 
dolly! See your 
dealer today! 


veats " Suerlasl’” covers & pans 


Washer Cover 





Furniture Pad 
— AB nn AB. oor, aM iiormetien 


'YEATS Pramas 


2127 MM. 12th St. Milwaukee 5, Wis, 











Snap Lock aluminum pipe requires 
no riveting or clinching. Snap it to- 
together, it locks itself and ls ready 
for work 





Attractive, silver finish Fiberglas 
flexible ducting is fire- proof, vermin- 
proof, washable, durable, Wan't 
rust or crrode. Bends to 1” radiva, 











2266 UNIVERSITY AVENUE 
ST. PAUL 14, MINNESOTA 





y 
f/f 
/ / 
(Jed 4 
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MECHANICAL PERFECTION 





LOCKLEY MACHINE COMPANY 
WASTEMAGTER DIVIGION 


NEW CASTLE, PA. 
Please send literature on the 
eesy-to-sell Westemester. 


SD isnsiniiersviaitinttiviacions 
SRT Rah ae EFAS. 
__ Se rs State 
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Large company 


with holdings in the 
housewares field is 
inerested in acquir- 
ing an electric or non- 
electric housewares 
manufacturing com- 
pany with a going 


NEW POSITIONS 








WAHL 


THE FINEST BARBER 
AND BEAUTY EQUIPMENT 
FOR THE HOME... 


WAHL HOME BARBER KiT 


Includes Single Cut 


clipper, barher shear 
| ed comb, 
nao 


taper 
erew-cut comb 
= lneteus tion book 
‘i. 





W. GLENN OSLIN 











SinGie-CUT SINOLE-CUT OID covering Arkansas, Louisiana, ‘l'exas est confidence and 
ottom Heavy ‘ . . 
Brationary, Hotton I 4 ind Mississippi. John Fellmann has may be initiated 
Other lengthe op. Bin 11 been named mid-western regional 3 ‘ 
sperestn tga Leann kK... 4 manager with headquarters in the either directly or 
, easel fuie-Cut, More Merch: M: shicag 
Lever set 1y Multl-Cut , tor erchandise Mart, Chicago. through your attor- 


eut from 600 Si No 


10.75 





k. heavy betlr 
thie $12.06 





WILLIAM A. SHAW 


Hallicrafters Co.—William A. Shaw John Wood Co,—W. Glenn Oslin has 
has been named sales manager for my appointed chdang president and gen- ume. Negotiations 
home radio and television. Hendrix ¢t4l sales manager for the heater and 


G, Blue has been promoted to man 
ager of distribution and advertising 


tank division. Jerry Dunleavy has 
been appointed district sales manager 


business of two to 
five million dollar vol- 


will be held in strict- 


ney or accountant. 








WAHL VisraTors 
WAML HOME VIBRATOR 


Kneased in white 
lon With 
and body 


ny 
face, scalp 
applicators 
Jumbo m del 
JUMBO FOOT 
VIBRATOR 

Wor 

feet 


— faziasace 


rr mus. 04 7 te 
© give a perfect 





Manaa qo stroke 
Cc ushioned _ 
Vinylite Si4.50 
WAHL 

ACCESSORIES 
aa pad ? 
a quiet onneee agrees 
b 
length, @ m. "ahate for Teaco 
out. Mie lean Steel of Wahl 
No.1 fer va) Biades. We Clippers 
cute; #8 for 20¢ per 
“"; #3 for bottle 


%”; #4 for 
%” outa, O06 en. 


lJ PLAT TOP coms 


BARBER COMB 1 0« 
WRITE FOR DETAILS TODAY 


yr eutting over 


the comb 


Wahi Clipper Corp., Dept £4.46 
Sterting, MMinots 
T’lease send complete lnformation on 


Wah! Home Barber Kits 

Wah! Hair Clippers 

Wanl Barber & Beauty Accemsorioa 
Name 


Companys 


Addrees 


Mad 


WAHL CLIPPER CORP. 


teed b 


STERLING ILLINOTS 
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—— eee 


sak 
Ptacin was for 
manager for the 


has joined the corporation as 
promotion manager 
merly advertising 
Florence Stove Co. 





HARRY SCHECHTER 


Emerson Radio & Phonograph Corp. 
Harry Schechter has been named 
vice president in charge of distribu 
tion. Schechter is a former sales vic« 
president of CBS-Columbia 


Du Mont Labs., Inc., Allen B.—Paul 
A. Hilton has been promoted to the 
post of manager of the subsidiary dis 
tributing corporations of Du Mont 


Fedders-Quigan Corp.—Robert ¢ 
Brady has been appointed assistant 
sales manager and George Doerfler 


product manager for the refrigeration 
division 


Correction—In a recent issue Georg 
Emerson was incorrectly carried as dis 
trict sales manager for O. A, Sutton 
in Georgia, Florida and eastern Ten- 
nessee. Howard N. Morse is respon 
sible for this territory and Emerson 


for the Chicago sales district 





ROBERT A. BERGLAND 


Standard Sewing Machine Equipment 
Corp.—Robert A. Bergland has been 
ippointed vice president and general 
manager 


(). 


has 


A. Sutton Corp.—Howard Smith 

appointed district sales 
for the Atlantic, Chatta- 
Knoxville, Jacksonville and 
areas 


been 
manager 

nooga, 
Miami 


l'oastmaster Products Div., McGraw 
Electric Co.—R. C. Rasmussen has 
been named district manager for the 
Florida territory. Headquarters will 
be in ‘Tampa 


Lewyt Corp.—Murray Laub has been 
named district manager for the mid- 
dle Atlantic states. Laub replaces Carl 
M. Randel in the post 


Magnavox Co.—John M. Barker has 
been appointed regional manager in 
San Francisco, Cal., and Richard Ro 


chek regional manager in the newly 
created Oregon territory 
Manitowoc Equipment Works—) 


Carl Brigance has been appointed to 
the newly created post of manager of 
distribution 


Westinghouse Electric Corp.—l’. 
Sloan has been elected a vice presi 
dent of the corporation. Sloan, pres 


ently general manager of the lamp 
division, will continue to direct that 
operation from divisional headquarters 
in Bloomfield, N. J 
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= 3 Write 
* 
J 
3 aecrys BO-1458 
f iH Electrical Merchandising 
on ° Ohentle flow of hot 330 W 42 St., N . 4 36, N. Y, 
ves Dindes new « or cold air. Use JOSEPH PTACIN 
f sharpness wore on stand or in 
hat MB hae hand, 614.40 
poprdne ates ; Zenith Radio Corp.—Joseph Ptacin i: Es En ne EE EE 


Vee deeddeeee reer reed 
valuable 
kitchen 
franchise 
available 


sopeeeereeenen? 


To kitchen dealers whe can 
qualify ...or to established deal- 
ers interested in getting imto 
the profitable kitchen business 
he valuable Kitchen Maid 
kitchen franchise is currently 
available in a few areas. 


... with these outstanding 
advantages! 


A high-quality line of wood kitchens in 
natural wood, several colors or white. 


New Shadow-Line styling that's way 
ahead of the field and that's making 
many new friends daily 


The best known name in wood kitchens 
—built and sustained by national maga- 
zine advertising and active prometien. 


Cabinets to accommodate ali popular 
makes of built-in apphances. 


A complete sales and product training 
program for you and your salesmen, 


Promotional heip on the local level. 


Friendly factory cooperation and mer- 
chandising assistance. 


Your Territory May Be Open 


vevececververceeeeveveedeveeceeveveccercereeedceeeeddtee 


Write on your letterhead for facts! 


 Peeeeetee? 


~~ KITCHEN MAID 
KITCHEN LE > CORPORATION 
KITCHENS =z 166 Snewden St. 
mr, Andrews, Indiana 
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“ 


. Since my service man fixed 

, it! Complicated sets are scarcely 

| my cup of tea, but I do know 
this: he used Tung-Sol Tubes and 
my set’s never worked better.” 


TUNG-SOL MAKES: 
All-Glass Sealed Beam Lamps, Minia- 


ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products 


® TUNG-SOL 


Blue Chip Quality 
RECEIVING TUBES 


ELECTRICAL 





| 
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RAYTHEON’S ‘’General Manager's Award” is presented by W. S. Soebbing, Ray- 
theon district manager to Paul Modica, president of Mid-Continent Distributing 


Co., Sioux Falls 


dealers in one of four national areas. 


Distributor News 
DU MONT ILLINOIS, INC. 


A wholly owned Du Mont distribu- 
ting subsidiary has been opened in 
Chicago to handle sales of the corpo- 
ration’s product in the Illinois area. 
Che subsidiary, known as Du Mont 
Illinois, Inc., will handle all sales, 
servicing and warehousing for this 
section from headquarters located in 
Chicago’s North Pier Terminal. 





AIRTEMP DIV., CHRYSLER CORP. 


The Airtemp division of Chrysler 
Corporation has established a factory 
owned distributorship in New Or 
leans, La. Airtemp-New Orleans will 
occupy a modern, one floor, automo 
bile show room type building on Ba- 
ronne St. The building containing 
approximately 10,000 square feet of 
floor space, has been thoroughly re- 
modeled to provide office facilities, 
warehousing and display. An open 
house for local businessmen, air con- 
ditioning dealers and architects was 
held recently. 


WESTINGHOUSE APPLIANCE 
SALES CORPORATION 


Westinghouse Electric Corporation 
has announced that its wholly owned 
subsidiary, Times Appliance Co., Inc., 
of New York will henceforth be known 
as the Westinghouse Appliance Sales 
Corporation. The Times Appliance 
Co., wholesale distributor for West 
inghouse consumer products in the 
New York metropolitan area 
1920 was acquired by the corporation 
in February, 1955. Victor D. Kniss 
continues as president of the new cor 
poration, and C. J. Ward as vice-presi 
dent. 


ice 


PERSONNEL APPOINTMENTS 


Chambers Illinois Corp., Chicago, 
Ill.—Gilbert H. Day (manager). 


1956 





5S. D. Modica received the award for signing up the most new 


Deep South Supply Co., Atlanta, Ga., 
Roscoe Walker (president). 
Du Mont Illinois, Inc., Chicago, Il. 
John A. Chichester (manager). 
Graybar Electric Co., Inc., Beaumont, 
lex.—L. L. Drummond (manager), 
Ohio Appliances, Inc., Dayton, Ohio 
Joseph A, Nauer, Jr. (sales manager 
RCA-W hirlpool). 
RCA Victor Distributing Corp., Chi 
cago, Ill.—Erwin J. Arendt (sales man 
ager—appliances), 
Raymond Rosen & Co., Philadelphia, 
Pa.—Robert J. Boyle (sales manager). 
Scioto Sales, Inc., Columbus, Ohio 
and Miami Valley Distributing Co., 
Dayton, Ohio—Robert I. McCona- 
chie, (manager-specialties division), 
Westinghouse Electric Supply Co., 
Portland, Ore,—Harold W. Partlow 


(sales manager, Oregon). 


Winning Performance 


Ho FA 


bl WINDOW 


FIRST ANNUAL “Top Distributor Per 


formance’’ award plaque of Robbins & 
Myers, Inc., is received by C. N. Triplett, 
1l!, (center) president of Baltimore Gas 
Light Co., Baltimore, Md. Earl Newkirk, 
(right) district manager for R & M makes 
the award as Herb Vinton, regional man 
oger, looks on 














*... when I use Tung-Sol Tubes 
for replacement jobs! These de- 
pendable, long-lasting tubes stay 
put. Instead of wasting time on 
callbacks, I’m out servicing new 
business!” 


TUNG-SOL ELECTRIC INC 
Newark 4, N. J, 


© TUNG-SOL 
Magic Mirror Aluminized 


PICTURE TUBES 
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Distributors Appointed 





Admiral Corporation—H. A. McRae & 
Co., Inc., Troy, N. Y.; Adams Dis- 
tributing Co., Inc., Fort Smith, Ark. 
Amana Refrigeration, Inc. — Mytelka 
and Rose, Inc., Newark, N. J].; Mid- 
land Distributors, Billings, Mont.; Re- 
liance Distributors, Inc., Baltimore, 
Md.; Allen Distributing Co., Provi- 
dence, R. L; Fraker Heating and 
Equipment Co., Knoxville, Tenn. 

CBS-Columbia—Standard Distributing 
Co., San Antonio, Tex.; Wilmot Dis- 
tributing Co., Inc., El Paso, Tex.; 
Chas. Ilfeld Co., Albuquerque, N. M.; 
Maloney Distributing bo. Inc., Oma- 
ha, Nebr.; Rice and Miller Co., Ban- 
gor, Me.; Deep South Supply Co., 
Atlanta, Ga.; Sexton Distributing Co., 


Knoxville, Tenn.; L/H Appliance 
Wholesalers, Inc., Pittsburgh, Pa.; 
Kelvinator Div., American Motors 


Sales Corp., New Orleans, La. 

Du Mont Labs, Inc., Allen B.—J. S. 
George Supply Co., Burlington, Vt.; 
Western Massachusetts Distributors, 
Inc., Springfield, Mass.; Schwander 
Co., St. Louis, Mo. 

Easy Div., Murray Corp. of America— 
Schell-Munday Co., Inc., Amarillo, 
Tex.; Leo Maxwell Co., Oklahoma 
City, Okla.; Hennigh’s Inc., Wichita, 
Kans. 

Eureka Williams Corp.—Griffin Dis- 
tributing Co., Peoria, Ill; Eureka 
Div., Eureka Williams Corp., Pitts- 
burgh, Pa. (factory branch); Hicks 
Distributing Co., New Orleans, La. 
Gibson Refrigerator Co.—Air Condi- 
tioning and ete | Div., Douglas 
Contractors, Philadelphia, Pa.; Dietl 
and Kraft, Inc., Newark, N. J.; Pro- 
gressive Refrigeration, Trenton, N. J., 
Traynor-Dean Appliances, Inc., Tam- 
pa, Fla; Air Conditioning Supply 
Co., Daytona Beach, Fla.; Straus- 
Bodenheimer Co., Houston, Tex. 
Hamilton Mfg. Co.—H. R. Basford 
Co., San Francisco, Cal.; Electrical 
Distributing, inc., Portland, Ore.; 
Motor Radio Co., Kansas City, Mo.; 
Finn Distributing Co., Wichita, 
Kans.; Dakota Electric Supply Co., 
Fargo, N. D. 

Hoffman TV Div., Hoffman Elec- 
tronics Corp.—Fort Orange Distribu- 
ting Corp., Albany, N. Y. 
Kelvinator Div., American Motors 
Corp.—Hollander and Co., St. Louis, 
Mo.; Jones Distributing Co., Sioux 
City, lowa. 

Landers, Frary and Clark—Obberecht 
Distributing Co., Cincinnati, Ohio; 
Commercial Distributors, Portland, 
Me. 

Motorola, Inc.—Electra Supply Ce., 
Inc., Poughkeepsie, N. Y.; Southern- 
aire Distributors, Jacksonville, Fla. 


Portable Electric Tools, Inc.—Reid H. 
Cox and Co., Atlanta, Ga. 
Whirlpool-Seeger Corp. — Dulaney’s, 


Oklahoma City, Okla.; Sea Coast Ap- 
pliance Distributors, Inc., Miami, Fla.; 
RCA Victor Distributing Corp., Kan- 
sas City, Kans, 

Sylvania Electric Products, Inc., Ra- 
dio and TV Div.—Radio Trade Sup- 
ply Co., Des Moines, Ia.; Philadel- 
phia Distributors, Philadelphia, Pa. 
York Corp.—Appliance Wholesalers, 
Inc., Detroit, Mich.; Artcraft Electric 
Supply Co. of Maryland, Baltimore, 
Md.; Illinois Appliance Inc., Peoria, 
Il. 
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MERCHANDISING 


SUPPLEMENT 
Products, Services — For More Sales, For More Profits 
ADVERTISING RATE: 


$23.10 per inch insertion. Contract rate on request. An advertising inch is measured vertically 


%” on one column. There are 4 columms—48 inches to a page.) 


















SEARCHLIGHT SECTION 


OPPORTUNITIES 


RATES: 
UNDISPLAYED 


$2.10 « line, minimum 3 lines. To figure advance 
payment, count 5 average words as « lire. 
DISOOUNT of 10% if full Lab me is made in 
advance for ‘ consecutive 

POSITION WANTED wadhohares advertising 
rate is one-half of above rate, payable in advance. 
BOX NUMBERS—Count as | line. 


DISPLAYED INDIVIDUAL SPA 

rules for prominent display of advertisements 

advertising rate is $14.85 per inch for all adver- 

tising of t & Business Opportunies ap 

pearing on than a contract basis, Contract 

rates quoted on request. 

eters OPPORTUNITIES $20.75 per 

subject to agency commission. 

Ax. ADVERTISING INCH ie moaspred %” ver 

cally on a column—4 columna—48 inches 















FAMOUS son | to: 
meneertic, O 
> Teen emantenioes The action display way 
electric appliances, auto to boost your sales! 
SS motive and industrial 
equipment. Make repairs 
wy , : oI ices es kly, $ 95 





cheaply )} Sizes 


WRITE FOR CATALOG 
& FREE SAMPLE 


List Price 

08 

L.tcmy, 
ny 


Medel SM-10. ROTO-SHO JR. Costs only 1'4¢ a 
day to run! Revolves 3 times a minute. Holds 
build-up display fixture permitting full use of dis- F 

play space. Carries 10 Ibs. A.C. onl 
Delivery out of stock 24 hours! 


Just insert wir 
ends and > 
tight with ordi- 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Gleria Terrace Lofayette, California 














Get PREE illustrated literature showing | 
fixtures, prices. Write today! 





KASSON DIE & MOTOR CORP. 
: Formerty General Die & Stamping Co 

32-14 Merthern Bivd., Long isiend City 1, N.¥. & 
: Integrity Since 1919 


YOU Can Deliver & Install 
Air Cenditioners 
Without a Helper! 






SELF- LIFTING PIANO TRUCK CO 








A ONCE IN A LIFETIME OFFER! 


PROFIT PROVEN 
VACUUM CLEANER 


NEWSPAPER AD MATS 


COMPLETE PROOFS 
MATS—READY TO USE! 


JUST WHAT YOU HAVE BEEN LOOKING FOR 
WRITE FOR FREE PROOF FOLDER 
EDER VACUUM CLEANER CO. 
13347 Livernois, Detroit 38, Mich. 

The Lergest Vacuum Cleaner Rebuilder and 
Parts Co. in the Midwest 











¥ K UPSTAIRS— 
You Don't ie! 
908 W. Lycoming * Phila. 40, Pa. 


Many Dependable Buys 
are to be found 
in this Section 





























FOR RATES OR INFORMATION 
About Classified Advertising 


Contact The McGraw-Hill Office Nearest You 

















NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 


fan 


330 W. 42 St., New York 36, WN. Y. 


WANTED 


By well established getion size, tn 
Has national distrib 


80-5580 ELECTRICAL MERCHANDISING 











Air Conditioning Representative | | Production & Development Engineer: 
inent, long established we = = 

’ other appliances. hy - 

plete line of Air Con- a 8 FB All replies treated 

ting of room Central self in strict confidence. 

Aaah A td slel and « cia i wa- 
ter cooled and remote air cooled, avtomo- 
bile dashboard and trunk units wants 
experienced man who can sell and have 
others sell. 

Units artfully designed and Ray og | Soph lars Ica Top 
engineered and are ready sellers; line is 

me ee right to meet competition. only $10,000, Depk. gahody “ee 
Choice territories now open: Texas, Lovisi- ELBOTRIC APPLIANCE SHOP, Seat- 
ana, Alaboma, George, Tennessee, Mis af od $7 ad Naat yr. 


franchises. Ideal toe 
souri, West, Northwest, Southwest and equip. Priced to sell, Dept. * 9281 
Intermountain States. 


FURNITURE & Ar PLIANOB #STORS, 
Generous commissions, protected territory ! ure, 
and repeat business provide exceptional a gy 1 dntn, Jao. ¢ ~eansere 
opportunity for a qualified producer. Dept. £7402 
Consideration will be given to responsible 




















P-1748, Wiectrical Mer: bopdicing 
330 West 42 8t., New York 36, N.Y 








APPLIANCE Ar. KS & SRKVICEH, Bo. 
© cant. nr. Los Angeles, Nets $9,600 or 
venetioss, tke, Le et 


TV & APPLIANCES, We. bse (ali, 

and established representative with 4, profits, Ideal loc, fran- 

i ines, - 1038, Compl equip, 
proven sales record A w eaite 
Write giving full particulars, territory cov- 
ered, age, education, how long selling and om ° a 
lines hondled. FREE BULLETING 
Personal interview will be arranged in your ON ABOVE BUSINESSES 
territory. / NK 


CHAS, FORD & ASSOC. 


6425 Holywood Bl, Lose Angeles, Cal, 
87 Walton M., Atlanta, Ga. 


GREAT NORTHERN MFC. CORP. 


1056 North Wood Street 
Chicago 22, Illinois 











CONTRACT WORK WANTED 


Gritich Public Company with wide production fadi- 
ities in light engineering, electrical, eleetrunie felts 
igteres in contacting an American Company with 

view to manploctariag new products for United 
Kingdom mar 


OW-1762, Klectrical MerchanAlsing 
320 W, 42 &t., New York 86, N. ¥ 


COMMISSION 
SALESMEN WANTED 


Manufacturer of domestic freezers has 
open territories for commission sales- 
men in the New England, Ohic River, 
Eastern Seaboard, Southern, Soeuth- 








western, and Kansas-Missouri areas. WANTED 
Gus kediiees chek ines tee Attention: MANUFACTURERS 
curries sow. et Ie ee 


SW-1814, Klectrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 


INDUSTRIAL MOTOR SERVICE 


207 Van Der Veort Street 
North Tonawanda, New York 
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The Fear of Cas 


KOUIRED reading for everyone connected with 
R the appliance-radio-T'V industry should be an artick 
in the May issue of Fortune magazine entitled, 
Budgetism: Opiate of the Middle Class.” Curiously 
the theme of the article was echoed almost word for 
vord, at about the same time, in a leading article in 
the Wall Street Journal, entitled “Nickel Millionaires 
Life magazine thought so much of the coincidence, to 
iy nothing of the similarity of the thinking and conclu 
ions of these two separate studies, that they editorialized 
on the findings in a recent issue. And here we find our 
elves doing the same 
Gist of the Fortune article is that, for the average mid- 
die-income family (and these comprise the bulk of the 
ountry’s purchasing power) budgeting—not for saving, 
but for spending—has become the accepted mode of 
life. ‘“More and more people are saving not to accumulate, 
but to spend; for no longer do they identify saving, as peo 
ple once did, with morality. They save little not becaus¢ 
they cannot save—people have never been more pros 
perous They save little because they do not really 
believe in saving.” ‘These are not newly rich; they are 
young couples in the $5,000-$7,500 bracket. They live in 
suburbs, own no Cadillacs, indulge in no riotous living 
They own their own homes, have children, go to church 
send their kids to college and vote the Republican ticket. 
lhey are that well-known “backbone of the country.” And 
yet, as Fortune says, “they are the true prodigals because 
they have become prey to budgetism”. And “the beauty 
of budgetism is that one doesn't have to keep a budget 
at all. . . the over-riding aim is to have oneself com- 
mitted to regular, unvarying monthly payments on all 
major items. Come the first of the month and there is 
practically nothing left to decide.” 


lS hard not to keep quoting: “They have little sense 

of capital. ‘They are acquisitive, yes, but for the good 
life, and in the good life it is stability—or at least the 
illusion of it-—that is all important to them. Money is 
secondary; and actual cash they almost fear... .” The 
basis for their reasoning is not hard to find. ‘Tax with- 
holding takes care of one of the largest items in family 
finances; package mortgages do the same for real-estate 
taxes; Social Security and company pension plans take 
care of the main burden of old-age savings; hospitalization 
and imsurance may even be deductible (and are with 
most big companies). Add the mortgage on the house, 
the monthly payments on the car, on home furnishings 
and appliances, even on vacations, and you begin to get 
the picture of the family geared to a rhythmic 30-day 
cycle of payments. That does not mean to say that they 
are necessarily living beyond their means, They are con 
scientious in meeting -their obligations and “rarely fall 
delinquent in their accounts.” They can rattle off their 
monthly payments down to the last penny; even their 
impulse buying” is deliberately planned 

Actual bank savings of young suburbanites runs between 
$300 and $500; cash value of life insurance policies is 
small. For short term emergencies, they make use of 


personal loans—or at least are told that if they get into 
trouble they need only stop by their friendly neighbor- 
hood bank. They don’t remember the depression; they 
have known little but constantly increasing prosperity 
hey see everyone living as they do, so it must be all 
right; and they believe that the government would never 
permit a depression to happen 

Just as major expense items have been reduced to 
either a withholding or 30<lay payment plan, the desire 
of our average young couple of today is to reduce almost 
ill other seasonal obligations to fixed monthly payments- 
oil bills, Xmas presents, birthdays, vacations, etc. It's a 
matter of psychology; they don’t trust themselves to 
make provision; they want carefully charted debt. Wit- 
ness the rise of the “revolving credit” plan of the depart 
ment stores—a continual credit minimum paid monthly. 

lhe astonishing thing about our great middle-income 
group—especially the younger—is that “they don’t care 
what they pay for money . . . they know what they are 
getting on their savings, but they show colossal indifference 
toward the interest charged on loan money.” Yet they 
borrow far more than they save. Most of them think 
vaguely that they are paying “about 6 percent.” Actually, 
they are paying between 12 and 20 percent. They are 
relatively uninterested in total cost—only the size of the 
monthly payment. They believe that protective legisla- 
tion keeps them from being mulcted. “The slightest 
show of reputability is enough to disarm them .. . if a 
dealer can sav that he will arrange the financing through a 
local bank, they relax their guard completely.” 

Two more pertinent quotes in summing up: 

“Budgetism, essentially, is a person’s desire to regularize 
his income by having it removed from his own control and 
disciplined by external forces the exploitation of 
budgetism is going to become an increasingly vital factor 
in the economy our whole population is moving 
toward the more regularized life, and as the guaranteed 
immual wage becomes more of a reality, the conditions 
for middle-class budgetism will become yet more uni 


versal,” 


TELL, let's face it: our business has been built on 
budgetism; on the desire of middle-income peopk 
to enjoy here and now the products we make—the re- 
frigerators, the washers and dryers, the radio and TV sets, 
the air conditioners and all the rest. A heavy proportion 
of our business is done on the monthly instalment basis. 
But so is the government's when they take their slice 
of our taxes every 30 days. If the people are enjoying 
our products now. If they waited until they had the cash 
to pay for them in full, there would be a lot of factories 
shut down and a lot of people out of work—the people 
that buy our goods. And despite the economists who say 
that consumer credit has expanded too fast and too much, 
despite the economists who say the people are not sav- 
ing enough, maybe the people in their ultimate wisdom 
know better. And if they are willing to enjoy the good 
life in this uncertain world—even at the interest rates they 
are paying—let someone else write the moral. 
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“We sell five 


wringer washers for 
every automatic 








Mr. Yetsko says," As far as I’m concerned, 
there are two important reasons why 
wringer washer sales are good now, and 
should continue to be good. First of all, 
many apartments, and new smaller 
homes don’t have the necessary plumb- 
ing for automatics and, too, the lower 
price of wringer washers will always 


appeal to a large share of the market. 


“Consistent promotion, attractive pre- 


miums, and easy terms are the keys to 


... Says William L. Yetsko, Manager 
of Wolf Furniture Co., Williamsport, Pa. 


our successful sales,” Mr. Yetsko goes on 
to say, "A weekly ad devoted to wringer 
washers, radio spots, and plenty of 
window displays help us reach our pros- 
pects. And, one dollar down, $25 for 
your old machine, a free turkey, a year’s 
supply of soap—all these offers bring 
customers into the store. 


“We know it pays off. We sold 150 
wringer washers in the first 11 months 
of 1955,” 


GETTING THE PROSPECT INTO THE STORE isthe big 
step. Window displays stop people on the street and back 
up the consistent newspaper and radio campaign. Display 


cards emphasize low down payments, trade-ins and premiums. 


Once we get the prospect in the store we find that demonstra- 
tions of Loveil wringers olen close the sale. 


“DEMONSTRATION IS MOST IMPORTANT’, 





“WE DEVOTE AN ENTIRE SECTION 


“ALWAYS TRY TO SELL YOUR CUSTOMERS 


Mr. Yetsko points out. “We show how Lovell 
wringers squeeze out the dirt that normally remains 
in the clothes. This really impresses women who 
have hard-to-clean clothes, like overalls. We also 
show how a slight push on the release bar quickly 
releases roll pressure on standard Lovell wringers 
And how a light pull on the clothes releases roll 
pressure instantly on Lovell’s new 62” Instinctive 


“usa 


—stops the rolls on Lovell’s “77” Instinctive. 


s 


Dy 





showroom to wringer washers. An extensive dis- 
play lets customers pick and choose, holds their 
interest. Some of the specific points we make is 
that with a wringer washer, she will cut down on 
her water bill, get cleaner clothes, have fewer 
breakdowns. We also feature Lovell’s automati 
indexing, show our customers how a quick push 
or pull automatically swings the Lovell wringer 
to the next position. 





























an auwinatic dryer, too”, says Mr. Yetsko. “A 
wringer washer and an automatic dryer are a 
perfect sales combination, Remind your customers 
they can get their work done quickest with a 
Lovell equipped wringer and a dryer with a Lovell 
Drying System.” Lovell Manufacturing Company, 
Erie, Pennsylvania, 


J PRESSURE CLEANSING WRINGER 


Also makers of gas and electric drying systems 





Lovell Manufacturing Co., Erie, Pa. 


NEW KELVINATOR 
AUTOMATIC DISHWASHER 














It's here, the new Kelvinator Automatic opportunity in big ticket business now 
Dishwasher. It’s loaded with features available to Kelvinator dealers. Get 
that make demonstrating and selling full information today on this newest in 
easier. It has been enthusiastically the complete line of Kelvinator appli- 
approved in thorough field testing. ances, it’s another appliance with more 
Yes, there is another great new profit of the stuff that sales are made of. 


COMPARE THE FULL KELVINATOR LINE 
WITH ANY LINE IN THE INDUSTRY! 


FABULOUS SEMI-AUTO aS KITCHEN ROOM AIR WATER 
FOODARAMA FREEZERS + WASHERS DRYERS DSWWASHERS CABINETS CONDITIONERS HEATERS 


AUTOMATIC WRINGER , ELECTRIC . WASTE 
REFRIGERATORS WASHERS WASHERS IRONERS RANGES SINKS DISPOSERS DEHUMIDIFIERS 


PLUS THE BUILT-IN FOODARAMA, BUILT-IN OVENS, BUILT-IN SURFACE UNITS AND NOW THE AUTOMATIC DISHWASHER, BUILT-IN OR FREE STANDING 


é ae VISIT KELVINATOR DURING 
Gerara able we manner ar sence sizes, 
i tae MERCHANDISE MART 


Division of American Motors Corp., Detroit 32, Mich 





